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ABSTRACT  III 
Abstract 
The objective of this study is to develop a conceptual model that includes suitable theories and 
predictors for understanding and circumscribing governance choice and its drivers for marketing-
process sourcing in multinational enterprises, and to test this model and make assumptions about 
how such processes are possibly governed by taking fundamental economic decision making 
theories into account The literature review has shown that there is currently very minimal 
understanding of how activities and processes in marketing can be sourced and geographically 
relocated. This study thus contributes to the body of knowledge that deals with the sourcing and 
allocation of marketing processes by developing a clear picture of what marketing processes are 
and how they can be identified and contextualised in multinational enterprises.  
Based on the literature review, the conceptual model suggests how new institutional economics 
interplays with marketing-process sourcing. The model applies the transaction-cost theory as well 
as the resource-based theory in order to synthesise practice-oriented process characteristics, 
process-specific factors and non-transactional aspects with regard to strategic partnership and 
contracting.  
The study is designed as a sequential-explanatory research project using mixed methods in 
accordance with Ulrich. Furthermore, a cluster sampling among NAICS industry categories was 
also carried out. Consequently, this study performs practical research in business economics in 
two steps: the acquisition and the interpretation of problem-relevant empirical-scientific theories 
and scientific knowledge using an online questionnaire and, in addition, the use and testing of the 
explanations and statements in managerial and practical contexts through expert interviews. 
The regression analyses of the quantitatively collected data has shown that the process 
governance of pricing, branding, communication, supply chain management, customer 
management, marketing controlling and marketing management cannot be explained through 
transaction-cost economics, whereas significant results for market research, product development 
and direct marketing are exhibited by the theory. Furthermore, this research has shown highly 
significant correlations between contractual and market governance of marketing processes and 
strategic-specific variables derived from resource-based theory. 
The research has three primary limitations. Firstly, the qualitative research part of the mixed-
method research could not be performed comprehensively. The discussions of the experts were 
limited to five interviews carried out in order to confirm the research findings. However, from a 
qualitative exploratory perspective the interviews enrich the results of the quantitative data-
collection phase. Secondly, design limitation may arise from the sampling strategy, since key 
informant conflicts occur. Thirdly, technological uncertainty of product development, branding 
and customer management only possess moderate reliability coefficients and have to be treated 
with caution.  
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INTRODUCTION AND RESEARCH BACKGROUND  1 
1 INTRODUCTION AND RESEARCH BACKGROUND 
1.1 Development of sourcing in management practice 
Sourcing in managerial practice, along with its implications as a practical phenomenon, is 
characterised by diverse historical, social and economic developments (Sharma et al., 2009) and 
has undergone significant changes over the past one hundred years. The foundation of efficiency 
maximisation, workflow optimisation and process reorganisation was pioneered by Frederick 
Taylor and Henry Ford and resulted in a dramatic change in how production was obtained and 
fragmented in order to achieve the optimum balance in terms of realising cost savings and 
increasing productivity (Hollekamp, 2008). The 1950s was primarily characterised by a highly 
developed division of work, centralised cooperation and controlling and complex vertically and 
horizontally integrated companies (Hendrix et al.. 2003; Schmitt 1951). Back then sourcing, and 
especially outsourcing, was implemented exclusively in the areas of production and 
manufacturing (Schmitt, 1951).  
The 1970s marked a significant change within the economic world order through an increase in 
internationalisation, globalisation and corporate organisation (Osterhammel and Petersson, 2006; 
Hätönen and Eriksson, 2009). The increasing liberalisation of markets, the privatisation of public 
property and the reduction of taxes in the late 1970s all introduced a new way of seeing trade 
─namely beyond boundaries, globalisation and markets. The liberalisation of international 
intercommunion and inter-exchange led to an expansion and aggregation of international trade 
and finance relationships. Within 20 years centrally controlled companies became transnational 
enterprises, no longer tied to a specific country (Osterhammel and Petersson, 2006; Tate et al. 
2009). Furthermore, corporate organisations had to integrate their production on a global scale, 
and the development of the so-called emerging nations, primarily countries in East Asia such as 
Korea, Hong Kong, Taiwan and Singapore, which developed into industrial economies with a 
medium level of technology – often through integration in the production chains of transnational 
enterprises. This stimulated enterprises established at this time to rethink their production and 
sourcing strategies. Furthermore, developing countries improved eminently in a materialistic way 
and caught up to developed nations (Osterhammel and Petersson, 2006).  
The organisational structure according to function dominated until the early 1990s and was finally 
challenged by total quality management, business reengineering and concentration on core 
competencies through process-oriented alignment. The latter shifts the focus of the available 
resources towards relevant core processes such as research and development, product 
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development and marketing and sales and implied a relative reduction in supplied resources and a 
minimisation in costs for support and non-core processes (Prahalad and Hamel, 1991; 
Kagelmann, 2001). During the decentralisation trend of the late 1980’s and early 1990, non-core 
process functions reported directly to divisions but had compliance and strategic reporting 
responsibilities to headquarters managers. The main driver for the decentralisation approach was 
the belief that it increases efficiency, but processes were scattered and heterogeneous (Dressler, 
2004). In addition, poor support systems and non-conformity with the usage of new software 
tools led to manual processing, redundancies, unused economy of scale effects and a low 
knowledge transfer. An essential part of the postulation on increasing efficiency is a desire for a 
decrease in costs, improved quality and the supply of aggregated services. But within low value 
and transaction-oriented processes, very large-scale effects are possible. Therefore, development 
switched from decentralisation to centralisation, and the focus was placed on core competencies. 
The 1990s thus marked a paradigm shift, as sourcing was no longer purely cost-oriented and had 
achieved strategic significance due to complex divisional and redundant organisation structures 
that led to greater complexity and therefore to a longer time to market (Bacher, 2000; Theurl, 
2003; Hollekamp, 2008). The information technology and software revolutions in the 1990s 
ushered in a more complex and better networked community for the economy, and globalisation 
received its last impulse. In addition, the organisational models had to change rapidly in order to 
ensure international competitiveness and to cope with the new challenge of fast growth and 
increased cost pressure (Schögel et al., 2002). In the 1990s, companies did not only consider 
simple transactional tasks and activities to be potential outsourcing candidates but also holistic 
process and service chains (Knolmayer et al., 2000; Dressler, 2004; Diedrich, 2004). Besides 
capability enhancement and the increasing internationalisation of outsourcing activities, the 
management of the outsourcing relationship turned from arms-length governance to strategic 
alliances, internal sourcing projects like Shared Services and industry-wide partnerships for 
business process outsourcing (Hätönen and Erikson, 2009). 
Today, process governance and sourcing is one of the “most import organizational concepts” 
(Matiaske and Mellewigt, 2002:642) applied to meet the constant challenge of organisational 
change and the optimisation of value chains and innovation. Hätönen and Eriksson (2009:145) 
state, that from the early 2000s on, sourcing’s main objective has been “organizational 
transformation” through “collaborative development” and that sourcing objects are no longer 
only transactional and repeatable non-core process in finance and accounting, human resources 
or information technology but also “highly knowledge intensive and creative” processes. 
Knowledge process outsourcing (KPO) is also a synonym for the transfer of business expertise 
or acquisition of knowledge through external sourcing and mainly emerged in the pharmaceutical 
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and biotechnology industries to later spread to corporate business (Dressler, 2007). According to 
Murray et al. (2009), nearly 30% of all value added services in the United States and the United 
Kingdom are related to knowledge intensive processes and business services (Murray et al., 2009). 
1.1.1 From business process outsourcing to knowledge process sourcing 
The first outsourcing phase from the 1950s to the 1990s was characterised by the domestic 
relocation of simple tasks or activities. Partnerships with outsourcing providers were managed via 
arms-length relationships and were aimed at the central objectives of profit maximisation and 
reorganisation (Hätönen and Eriksson, 2009). Over the past 25 years, the level of vertical 
integration and the proportion of the value chain have changed dramatically. In the year 1920 the 
vertical integration of the original equipment manufacturer (OEM) of the Ford T-Model was 
almost 85%, and in contrast, in 1990, the vertical integration of the OEM was only 45%, and the 
OEM part of the Daimler Chrysler Smart was only 10% (Dressler, 2007). At the same time, the 
proportion of the value chain realised through production of the OEM changed from 42% to 
25% from 1990 to 2010. These tendencies are also well-known in the food and sports industries. 
Nike and Reebok, for example, focus their core business on product design and portfolio 
strategy, marketing, and customer communication, whereas production is fully outsourced 
(Wullenkord et al., 2005).  
In the 1980s and early 1990s, sourcing or, as it is commonly referred to, “outsourcing” was 
mainly connected to the work of Michael Porter. Porter (1980) classified processes as being either 
“core” or “non-core” to the business in order to optimise and improve competitive strategy and 
profitability. He further claimed that the “success of a company's competitive strategy depends 
on how it relates to its environment”, and therefore everything that is not directly related to the 
core processes of the business is naturally side-line business and unimportant to the creation of 
value (e.g. facility management, site maintenance or catering services). According to Porter 
(1980), core business processes, and therefore value-creating and competitive advantage 
components, included the procurement of all materials, as bargaining power increases cost 
advantages and therefore the cost of goods sold positively. Inbound and outbound logistics and 
operations as well as marketing and sales were considered to be typical core business activities, 
which have a direct influence on business and therefore acted as a guarantee of a competitive 
advantage and thus qualified as important success factors (cp. Figure 1.1 on the following page). 
All other activities not directly related to value adding process were considered to be non-core or 
supporting processes ‒ namely information technology, finance and accounting, and human 
resources. Since in the 1970s and 1980s many enterprises were structured either functionally or 
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divisionally, Porter's approach enabled improvement opportunities through business 
reengineering and the restructuring of processes. According to Booz-Allen & Hamilton (1998), 
Kagelmann (2001) and Dressler (2004), organisational transformation and the increasing 
manufacturing of components fostered a greater reconsideration of reallocation potentials within 
core activities.  
 
 
 
 
In the 1990s two enhancements to process governance emerged from management practice: 
Business Process Outsourcing (BPO) and Shared Services (SS) (Dressler, 2004; Keuper, 2006; 
Dressler 2007, Sharma et al. 2009; Tate, 2009; Hätönen and Eriksson, 2009). The shared services 
approach began to be considered seriously in academic literature in the middle of the 1990s. 
Even though this may be valid for the economic world, the shared services approach was already 
being discussed academically in the middle of the 1970s (Blumberg, 1966; Pine, 1971; Frost and 
Sullivan, 1974; Brown, 1976). Most of these early works were dedicated to the healthcare and 
medical industries with an emphasis on sharing purchasing and medical facilities as well as on 
training and human resource management. Shared services can be defined as the usage of 
resources from an external supplier or third party. The concept is based on the principles of 
sharing work and benefiting from an economy of scales through the bundling of work packages 
(Goolsby and Simonsen 2002; Hermes and Schwarz, 2005). Searle (2008:1) further explains that 
Strategic Management 
Research and Development 
Human Resources 
Finance and Accounting 
Information Technology 
Other Administration 
 
Core Business Processes 
Supplier             
Procure-
ment             
Inbound 
Logistic             
Operations             Outbound 
Logistic             
Marketing
& Sales             
Customer             
Figure 1.1: Differentiation between core and non-core business process 
Source: Dressler (2004) in accordance to Porter (1998) 
Non-core & support processes 
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“shared services is the internal organization that provides non-core services to the business, 
employing a specialist team, geographically unconstrained, and focusing on the requirements of 
the customer”. Shared Services is therefore widely accepted to mean the outsourcing of activities 
or processes to a captive service provider. In the following study, Shared services will be defined 
as “internal sourcing”. According to Goolsby and Simonsen (2002), 80% of the Fortune 500 
enterprises source processes to internal captive providers. 
The term Business Process Outsourcing (BPO) was established with the rise of India as a global 
hub for IT-related outsourcing projects. According to Kobayashi-Hillary (2005:167), BPO 
generally means:  
 
“that an entire function, including computer services, corporate assets and 
employees are transferred to a Business Service Provider.”  
 
Nowadays, not only IT is contained within the scope of BPO. Third-party providers take full 
responsibility for managing and operating services in nearly all support and non-core functions, 
(Keuper, 2005) which consequently enables the enterprise to establish generic best practice 
processes that can be implemented and deployed enterprise-wide (Dressler, 2004). According to 
BPO literature, the service demander does not usually contract the BPO solution directly 
(Farndale, 2009; Löhe, 2010; Sako, 2010; Tate et al., Kagelmann, 2001; Zeynep and Masini, 2007), 
and BPO is considered to be a further development of already existing either centralised or 
internally-outsourced processes. Consequently, BPO is the targeted levelling of vertical 
integration and a further step towards the removal of non-value-creating activities from the value 
chain of the enterprise. Figure 1.2 on the following page illustrates the relationship between a 
BPO service provider, an internal outsourcer, the service-demanding business unit and the 
strategic headquarters (HQ). The business unit (BU) focuses on operating existing assets and 
targets to improve its operating effectiveness and efficiency through acquiring or divesting 
incremental assets and procuring or deploying incremental technology. Strategic guidance and 
performance reporting are the main activities that take place between the HQ and the BU. The 
focus of these activities is clearly business driven. Everything that is not relevant to the core or 
the value chain has to be removed from the manufacturing and production process (Hollekamp, 
2005; Vahs, 2005). But since supporting and non-core processes are necessary in order to uphold 
the core functions, even though they are non-value-creating, the BU requests the service from an 
internal provider, a service centre, or a partner that is primarily specialised in providing cost-
effective and client-driven services and managing outsourcing relationships (Harrigan, 1985; 
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Dressler, 2004; Keuper, 2005; Geyskens at el., 2006). The internal outsourcer acts in accordance 
with the corporate policy agreements, which the HQ constitutes in order to implement best 
practices for the whole group. As a result, the internal provider negotiates the contractual 
framework requirements, determines service levels and specifies service volumes with the third 
party BPO contractor (Kotorov, 2001; Jacobides and Billinger, 2006). 
 
 
 
 
 
In literature, there are currently two modifications of the BPO concept that are discussed. Firstly, 
outsourced legal advice as so-called Legal Process Outsourcing (LPO) and, secondly, Knowledge 
Process Outsourcing (KPO), which represents the outsourcing of processes with greater 
importance to an enterprises' value chain (Allweyer et al., 2004; Gupta et al., 2009; Murray et 
al.2009). Bierly et al. (2009:481) claim, that “the ability of firms to apply knowledge to the 
innovation process can be a critical source of competitive advantages from relocating knowledge 
intensive activities“. Staud (2001) and Vahls (2005) argue that complex enterprises are rather 
process organisations than traditionally functional ones, and therefore the validity of Porter's 
model is obsolete. Contractor et al. (2010:1427) recommends, in accordance with Quinn (1999), 
to draw finer distinctions between core and non-core activities. The author consequently argues 
that the differentiation between core and non-core processes is not appropriate anymore since 
the term “core“ is not elementary, because a core activity can be subdivided into smaller tasks. 
Quinn (1999), therefore, recommends splitting core business processes into the two segments: 
core actions and essential activities. Thus, core activities are unmistakeable and decisive to the 
Internal Outsourcer 
Headquarter 
Business Units 
Request 
 
Service 
Corporate Policy             Service 
Manage 
 Governance 
 Value Creation 
 Indentiy 
 Operate existing assets 
 Improve operating effectiveness/efficiency 
 Acquire/divest incremental assets 
 Procure/deploy incremental technology 
 Develop local management 
 Provide cost-effective client-driven services 
 Manage outsourcing relationships 
 
BPO Provider 
Service 
Strategic  
Guidance                  Results 
Source: The author based sources of this section 
Figure 1.2: Relationships between HQ, BU and internal outsourcer and BPO provider 
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success of a business, whereas essential tasks are relevant to the core and are “needed for 
sustaining its profitable operations” (Contractor et al., 2010:1427).  
Mudambi and Tallmann (2010:1436) define KPO as  
 
“The outsourcing of firm activities that directly involve the production of 
knowledge and innovation, and that involve some degree of firm-specific 
capabilities.”  
 
Furthermore, Dressler (2007) claims that KPO is a new trend within the outsourcing concept, 
since constant cost pressure and internationalisation fosters enterprises to decrease vertical 
integration and therefore seek further opportunities and outsource options within the business 
core; and Hätönen and Eriksson (2009:145) describe outsourcing objectives as having changed 
from reorganizing “manufacturing processes” for cost reasons to creating adding value for the 
acquisition of a new trend within the outsourcing concept. KPMG, a consultancy, estimated that 
the global KPO market would reach 10-17$ billion by 2010 (KPMG, 2008) and saw a future 
trend within the sourcing and allocating of business process and activities. Other sources (Wendy 
et al., (2007); Aggarwal, 2010) published similar figures in 2010 (cp. Figure 1.3 on the following 
page). Demirbag and Glaister (2010) add that on a global scale, more and more new university 
graduates are coming from emerging and former soviet bloc countries. Lewin and Peeters 
(2006:225) argue that “endless availability of science and engineering talent and national 
investment in education and training made by governments of emerging countries provide MNEs 
with opportunities to offshore innovation related projects”. India has generated over “115,000 
scientists with Master’s degrees in chemistry and 12,000 more with a Doctorate degrees in 
chemistry” (Demirbag and Glaister, 2010:1539). Another indicator pointing towards the sourcing 
and relocating of knowledge-intensive processes is the “declining amount of graduates in science 
and engineering subjects in Western Europe and the USA” (Demirbag and Gaister, 2010:1539). 
Gomulka (1986), cited by Demirbag and Glaister (2010:1539), states that “under the Marxist 
model” technological leadership is essential to economic and cultural development and that the 
former “Eastern Bloc countries used to produce twice as many engineers and scientist per capita 
than the United States”. The reason why the Eastern Europe region is a very popular onshoring 
region nowadays is therefore not only because of lower salaries for employees but also due to the 
availability of a well-educated, English-speaking workforce with university degrees in science and 
engineering. 
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Figure 1.3: Global KPO industry and numbers of FTEs (2006-14) 
 
Source: Aggarwal (2010) 
1.1.2 Governance of marketing activities and processes  
Unlike other business functions, the combination of marketing and the practice of outsourcing is 
not one that is typically ranked as high on of business agendas as finance and accounting, human 
resources and information technology are. Besides this shadowy existence, recent publications 
and special issues on marketing and KPO outsourcing (cp. section 3.2.2) have been published in 
the context of managerial practice and also in an academic context. In practice, research and 
development (Gottfredson et al., 2005; Adler and Hashi, 2007; Dressler, 2007; Tiwana and Keil, 
2007; Demirbag and Glaister, 2010; Grimpe and Kaiser, 2010 Michael, 2010; Tmiura at al., 2011) 
is highlighted as a typical marketing outsourcing activity as well as brand management (Burmann 
and König, 2011), customer response and call centres (Ak in and de Véricourt, 2008). Depending 
on the structure of an enterprise, some marketing functions, are under certain conditions, already 
centralised or internally outsourced and are therefore not mentioned in marketing literature. 
According to Keuper (2005) and Dressler (2007), specific services that are necessary to run the 
operational business already contracted to internal service providers or Shared Service Centres 
(SSC) or are already outsourced. The typical managerial line of action is therefore already focused 
on the core competency tasks and activities and, as argued in section 1.1.1, is just recently also 
under outsourcing consideration. Since marketing is a core function, a certain level of complexity 
and knowledge-laden characteristics can be supposed, and it can therefore be logically derived 
that the reallocation of activates as a possible result and action may be an option (Park, 2004; 
Contractor et al. 2010). Surely, there is activity in the marketing sourcing segment, but this 
activity  focuses more on specific processes, and, if it is outsourced, the management of the 
business partnership is arms-length and transaction-driven, meaning that more emphasis is placed 
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on costs and the carving out of administrative and operational tasks from the core marketing 
process. Good examples are advertisement, brand management and media production on the one 
hand and the providing agency on the external partnering side and customer relationship 
management (CRM), which is primarily a core task since it is mainly sales and distribution driven. 
The strategy itself is, however, more and more implemented and organized with software which 
is sourced outside of the line organisation. The more complex the CRM procedures the more it 
can be expected that the software provider will act as a consultant or a strategic partner who also 
contributes the strategy in addition to the software tool. Such a partnership may be reminiscent 
of the introduction of enterprise resource planning (ERP) systems and how they were contracted 
in the mid and late 1990s. Many former IT service companies for ERP system landscapes became 
BPO partners and knowledge providers for enterprises and consulted them in terms of how to 
deploy their F&A or HR processes on the system and the business itself (Kagelmann, 2001; 
Dressler, 2004, 2007; Keuper, 2005). 
1.2 Problem statement and research gap  
As stated above, this research is based on the background of changing market conditions in the 
last decades and increasing competition that fostered companies to challenge their organisational 
structures. In the 1960s and 1970s companies were mostly functional organisations and had to 
change within two decades to multi-dimensional and internationally operating enterprises with 
complex processes, management and reporting in order to cope with new competition from 
emerging markets, the opening of new markets in the third world and accelerated and shortened 
product life-cycles. Centralisation, decentralisation, business process reengineering, outsourcing 
and BPO are all answers from the industry to align business to market and customer demands. 
As argued above, sourcing was always dedicated to slim core business in order to gain efficiency 
of the core activities. With new and fast network and computer technology, markets and 
continents close ranks and vertical integration moves beyond organisational borders. Complex 
outsourcing networks, strategic alliances, captive global service providers and business process 
outsourcing partnerships are the results. Core processes and task sourcing was for a long time a 
taboo, and managers believe that core activities have to remain in the internal value chain of the 
enterprise, but in accordance with the strong presence of the outsourcing and offshoring in 
almost all business functions, a new era of relocating business and process chains also within the 
core has just begun. The fine-slicing of the core business into new portions, which may be 
located somewhere else better rather than managed through hierarchical governance, is not a no-
go decision anymore. New markets in emerging countries are changing from the world's 
workbench to new markets with double-digit growth rates. Western enterprises have to rethink 
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the acquisition of resources and the way in which they access these markets. How to design a 
product for the Asian market, for example, or the branding of consumer goods for a new strange 
customer segment both require special knowledge that is faster and more cheaply available inside 
the market than inside the company that is aiming to launch a new product. According to 
governance and sourcing literature (cp. Section 1.1.1), core-intensive process sourcing does not 
imply that there has to be specific knowledge on a subject before reallocation. The external 
purchasing and partnering option may be the first choice when knowledge concerning a special 
treatment procedure for customer service processes in a foreign country or region is not 
developed or only weakly developed instead of developing the expensive know-how. The market 
size and the growth rates of the BPO industry are further evidence that large enterprises are 
increasingly venturing to relocate complete business functions including the underlying IT 
systems to external suppliers, even if they are core-related processes or indeed even core 
processes.  
However, the sourcing discussion in marketing is still partial and a secondary issue, but it is 
becoming more and more highlighted in managerial and academic literature as chapter 3.2.2 will 
show, and not only because sourcing and functional allocation in economics are two of the most 
essential tasks in managerial and strategic decision-making. Success and the performance of the 
company depend on these decisions that have far-reaching consequences. The main aspects that 
account for sourcing and relocation activities in practice are problem definition, process 
selection, selection of decision support models, risks and opportunities of the concept, 
alternatives and allocation, implementation strategies, and performance and success monitoring 
(Porter, 1998; Kagelmann, 2001; Thommen and Achleitner, 2003; Vahs, 2005; Hollekamp, 2005). 
Even though most of these aspects are already developed and mapped to other business 
functions, there is still no comprehensive framework available for marketing which circumscribes 
sourcing and its influencing factors. As the literature review will show, there is increasing 
attention on marketing sourcing, marketing outsourcing and offshoring. Many researches provide 
good starting points for further investigation into how marketing processes can be sliced and 
relocated. However, when the current state of marketing-process sourcing is compared with the 
traditional outsourcing candidates ″finance and accounting″, ″human resources″ or ″information 
technology″, the existing body of knowledge for the sourcing of marketing functions is still in its 
initial stages and needs further detail. Therefore, this research will contribute to the concept of 
sourcing, outsourcing, and process reallocation with an emphasis on marketing processes and 
with subsequently provide recommendations for the sourcing dilemma of core activities – 
especially in the marketing function. 
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1.3 Research objectives and contribution to managerial practice and academia 
Surveying the literature reviews (cp. Chapter 3, section 3.2.2), there is currently little substantial 
understanding of how activities and processes in marketing can be sourced and geographically 
relocated. But it can be claimed that marketing process reallocation has become of broad interest 
in academic and business literature in the last couple of years. It is appropriate to assert that 
scientific research on make-or-buy decisions in marketing is lacking.  
The current debate in marketing sourcing is unfortunately less concerned with the basic theories 
(cp. section 3.3 on page 47) since propositions and hypotheses often miss a clear underpinning 
and relationship to already tested variables. So, there is nothing very surprising that questions 
regarding the structure of an enterprise, size or governance mode are rarely taken into account. 
Kantsperger (2007) is the only one who states an introductory viewpoint on marketing processes. 
In other words clear definition were not found during the literature research and need to be 
developed from the perspective of business and organizational economics (cp. Section 2.1.2 on 
page 24). Additionally, there is no application – neither in managerial nor in academic terms – of 
best practices from theory or from managerial business process management. 
It is clear, then, that governance and sourcing of marketing processes is hardly dealt with in 
economic research. Moreover, in most of the existing work a practical applicability is missing. 
This study will therefore contribute to the current body of knowledge that is concerned with 
marketing process governance in multinational enterprises. In spite of the above declared 
problem statement and the research gap, the central research question is what relevant variables 
exist for the selection of a sourcing strategy for marketing processes and whether these variables 
explain the relationship between process characteristics and marketing governance choice. 
Firstly, there is a need to clarify what marketing processes are and how they can be identified and 
contextualised with regards to multinational enterprises. Hence the components of the unit 
analysis need to be defined and extensively described. Another aspect will be to examine the kind 
of sourcing strategies and models which are made available by the make-or-buy theory, and 
which theories are mainly concerned with make-or-buy and which are applicable for marketing 
activities and processes. Having outlined the preliminary topics, this research will determine how 
sourcing of marketing activities and processes in a multinational enterprise can be evaluated and 
predicted by applying new institutional economics, by firstly clarifying terms, definitions and 
theories. 
Moreover, this research will demonstrate how marketing processes can be developed and 
illustrated based on fundamental economic literature with a special focus on multinational 
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enterprises. This implies the identification and analysis of strategies and sourcing concepts from 
neo-classical theory and from new institutional economics and finally an analytical discussion 
about the applicability of these theories. Thirdly, the focus of this research is to develop a 
conceptual model that includes suitable theories and predictors for understanding and 
circumscribing governance choice and its drivers for marketing-process sourcing in multinational 
enterprises, and to test this model and make assumptions about how such processes are possibly 
governed by taking fundamental economic decision making theories into account. Thus the 
ultimate objective of the DBA is to provide significant contribution to managerial practice of 
process and marketing management through the application of theoretical theories and 
frameworks. 
1.4 Methodology of the thesis 
The methodology of this research is based on the understanding of economics as an “application-
oriented social economy” (Ulrich: 1981:1). According to this interpretation, practical action in 
enterprises is the knowledge perspective for business economics. Thus, the aim is to develop 
useable knowledge for leadership and management that offers the best possible contribution to 
solving real business problems (Kagelmann, 2001). Economic research as an interdisciplinary 
branch of science continually reviews methods, concepts and rules critically and modifies them to 
some extent. This can only be done in conjunction with theory-based statements and practical 
knowledge (Ulrich et al., 1984). While fundamental research is concerned with theory-related 
questions, research problems in applied sciences arise from the practical context. Therefore, 
theory and practise are closely linked (Ulrich, 1981, 1988; Ulrich et al., 1984). This applies 
particularly to the problem of marketing-process sourcing, as the literature review will 
demonstrate. Based on this understanding and according to Ulrich, the research process in 
applied business studies is subdivided into five steps in order to study and survey how a sourcing 
strategy of marketing activities and processes in a multinational enterprise can be put into 
practice (see also Figure 1.4). 
In order to achieve the research objectives, it is therefore necessary to apply quantitative and 
qualitative methods. While the quantitative part of this research is the guiding data-collection 
instrument, the qualitative part of the research is the addressing of limitations (cp. section 5.7.3) 
which are not fully explainable through the statistical outcome or do not comply with the 
underlying theory or research model. The insights from the expert interviews support advanced 
understanding of the governance process and location process as well as their variables. 
Consequently, the combination of quantitative and qualitative methods addresses the nature of 
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the research questions (cp. section 5.2), which possess both exploratory and explanatory 
elements.  
 
 
In the first step, the fundamental problems and questions related to marketing-process sourcing 
are analysed from a practical perspective by collecting and classifying practical problems. 
Consequently, the literature review will show that an increasing interest in marketing-process 
sourcing and allocation is an upcoming trend in managerial practise. At the same time, it is 
observable that academic and practical literature is neither comprehensive nor based upon 
proved and accepted theories. It is also noticeable that the marketing literature does not benefit 
from other business functions that apply the underlying make-or-buy theories. For this reason, 
marketing sourcing becomes a hardly predictable transaction that demands further consideration 
and academic explanation. According to Ulrich (1981, 1988), Kagelmann (2001) and Hollekamp 
(2005), the problem-solving process for managerial and practical questions needs to first address 
the subject of the research. Therefore, step one in this methodology addresses the questions what 
marketing processes are and how they can be identified and contextualized in relation to 
multinational enterprises. 
Secondly, the acquisition and interpretation of problem-relevant scientific theories and scientific 
knowledge will be addressed through a review of economical-decision-support models. This part 
of the work is related to neoclassical and modern institutional economics. Specifically, it is 
Collection and classification of practical problems 
Customer             
Acquisition and interpretation of problem-relevant empirical scientific 
theories and scientific knowledge 
Development of explanations and statements 
Collection and analysis of the relevant information and data 
Testing and applying of the explanations and statements in managerial 
and practical context 
Practise 
Theory 
Practise 
Theory 
Practise 
1 
2 
3 
4 
5 
Figure 1.4: Research methodology in accordance with Ulrich 
 
Source 1: Author in accordance to Ulrich 
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necessary to define and contextualise the terms “multinational enterprise”, “marketing”, and 
“governance in a broader sense” as core concepts and identify the requirements in relation to the 
research questions of this thesis as well as link the findings from step one with the underlying 
academic foundation theories. Thus, the aim of this step is to identify theoretical approaches 
which are helpful for solving the research problem, in order to understand what kind of sourcing 
strategies and models are available from the make-or-buy theory, what relevant variables are there 
in order to select a sourcing strategy for marketing processes from a new institutional economic 
perspective and what relevant variables exist for the selection of a sourcing strategy for marketing 
processes and whether these variables explain the relationship between process characteristics 
and marketing governance choice, neoclassical and new institutional models were analysed. 
Therefore, the acquisition and interpretation of problem-relevant empirical scientific theories and 
scientific knowledge is achieved by contextualizing the transaction-cost theory, the principal-
agent problem, and the resource theory with the practical question of how to source marketing 
processes.  
Thirdly, the data collection and analysis of the relevant information will be achieved by applying 
quantitative methods after the final research design is developed and applied based on the 
reviewed and discussed problem-relevant scientific theories from the literature review. In this 
phase, the various components of the research project are brought together. 
Explanations and statements corresponding to theory will be developed after the quantitative 
data has been collected and analysed. Step four represents the presentation phase. Hypotheses 
will be confirmed or rejected and then set into a managerial and practical context. 
Finally, the testing and application of the explanations and statements in managerial and practical 
contexts represents the review phase through the gathering of feedback from field experts. With 
respect to this research, expert interviews will be held in order to discuss research findings and 
eventual limitations. The insights from the expert interviews support advanced understanding of 
the governance process and location process as well as their variables. Consequently, the 
combination of quantitative and qualitative methods addresses the nature of the research 
questions (cp. section 5.2), which possess both exploratory and explanatory elements. 
With regards to Ulrich, the most suitable strategy for collecting data that serves most with respect 
to the research question, is the sequential-explanatory strategy, which circumscribes that 
quantitatively collected data needs further interpretation or consideration by experts or case 
studies and further supports the demand for the use and testing of the empirically deducted 
explanations and statements in managerial and practical contexts. Since a research model and 
testable hypotheses are proposed in addition to the research questions (cp. chapter 4 on page 77), 
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the chosen research methodology also needs to address the model itself. The associated 
hypotheses are to be tested statistically, which further implies the application of quantitative data-
collection techniques. In addition to empirical data collection, the researched relationships and 
insights are tested and reviewed based on their validity and consistency using qualitative data-
collection techniques (Ulrich, 1988), which consequently justifies the application of mixed-
method research. 
1.5 Structure of the thesis 
The first three sections of this introduction illustrated the development and current state of 
research within the domain of sourcing and process reallocation, the deducted objectives of this 
thesis and the theoretical and methodical approach. Consequently, this section ends chapter 1 by 
outlining the entire structure of this thesis (cp. Table 1.1 on page 17). 
The literature review is divided into the two main chapters: chapter 2 and chapter 3. Chapter 2 is 
concerned with terms, definitions and the backgrounds of the multinational enterprise and 
marketing processes. With respect to the topic of the thesis, it is first to clarify how MNEs are 
defined and what kind of different organisational approaches exist. Furthermore, the marketing 
function also needs to be reflected from a process perspective. 
Chapter 3, and thereby the second part of the literature review, addresses theoretical foundations 
and theories of the domain of process and sourcing governance. The chapter is further divided 
into three main areas which are mainly concerned with the area of sourcing within literature, with 
economical decision support and performance measurement as well as with questions concerning 
strategic aspects of sourcing, geographical allocation and opportunities as well as risk 
management. According to the former, the subsequent sections firstly illustrate the current state 
of research from a managerial and practice oriented perspective, from an empirical and 
descriptive perspective and from an academic perspective and, secondly, the as-is situation of 
marketing sourcing research. The second part of chapter 3 addresses decision-support models 
from neoclassical economics and from new institutional economics. The main objective of this 
section is to clarify which concepts and theories are suitable for answering the research questions 
and research objectives described above. Last, but not least, the chapter addresses existing 
sourcing strategies and geographical allocation theory while taking opportunities and risks into 
consideration. The chapter closes with a brief summary and recommendation. 
Chapter 4 is dedicated to the deduction and development of the research model, its variables and 
hypotheses. This chapter mainly subsumes and synthesizes the findings from the previously 
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performed literature review and builds up a conceptual model and describes how the variables of 
the model refer to the reviewed literature.  
On completion of the research model chapter, the representation and description of the 
methodical execution of the thesis is illustrated in chapter 5. This very essential chapter addresses 
the design of the research and its underlying methodical framework. The chapter recapitulates the 
objectives of the research with regard to the previously performed literature review and the 
deducted research model. Furthermore, the philosophical underpinnings for this research are 
explained in detail and consequently the research methodology is developed. According to 
section 0, Ulrich’s research approach is explained in detail. Furthermore, the underlying mixed-
method research is critically explained and considered. After a summary of the methodology 
sections, the actual research design is explained. In detail, this involves the description of the unit 
of analysis, the data-collection methods including their strengths and weaknesses, questions 
concerning validity and reliability of the research, as well as its limitations, access conditions and, 
last but not least, ethical considerations. 
The data analysis of the collected data is described in chapter 6. The chapter consists of mainly 
six sections which cover a short introduction, preliminary analysis and error correction, a section 
addressing descriptive statistics like frequencies, normality and outliers, testing of the hypotheses 
through testing of the reliability of the scales, correlations and regressions procedures and finally 
a brief summary of the chapter. 
Chapter 7 addresses the discussion of the research. This chapter aims to contrast the statistical 
findings with experiences of marketing experts from the researched industry. In this chapter, the 
results of the quantitative data-collection phase are triangulated with opinions and assessments 
from selected experts. 
Last, but not least, the final chapter 8 summarise the thesis and demonstrates the implications of 
the research findings for theory and managerial practice. In addition, limitations and further 
research demand is addressed and explained. 
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Table 1.1: Structure of the thesis 
Chapter Content 
Chapter 1 - Introduction and research background  Development of sourcing in managerial practice 
 Objectives of the research 
 Methodology of the thesis 
 Structure of the thesis  
Chapter 2 - Multinational enterprise, marketing and 
its processes 
 Terms, definitions and backgrounds 
 Marketing function 
 Process orientation and process characteristics 
Chapter 3 - Sourcing of marketing processes and its 
determinants 
 Introduction 
 Current state of research 
 Economical decision support models and performance 
measurements 
 Sourcing strategy and geographical allocation 
 Opportunities and risks 
 Conclusion 
Chapter 4 - Research model  Process-specific factors (LPS) 
 Strategic-specific factors (LLS) 
 Moderators 
 Summary 
Chapter 5 - Research methodology and design  Introduction 
 Objectives of the research 
 Philosophical underpinnings 
 Research methodology 
 Research design 
 Unit of analysis 
 Methods of data collection 
 Validity, reliability and limitations 
 Access and ethical considerations 
 Conclusions 
Chapter 6 - Data analysis  Introduction 
 Preliminary analysis and error corrections 
 Descriptive statistics 
 Testing of hypotheses 
 Summary 
Chapter 7 – Discussion  Introduction 
 Process-specific considerations 
 Strategic-specific considerations 
 Summary 
Chapter 8 – Conclusion  Introduction 
 Contribution of the study 
 Implications for theory 
 Implications for managerial practice 
 Limitations of the study 
 Suggestion for further research 
 Concluding remarks 
Source: Author  
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2 MULTINATIONAL ENTERPRISE, MARKETING AND PROCESSES 
Chapter 2 and chapter 3 are both dedicated to the evaluation and presentation of the relevant 
literature in accordance with multinational enterprises and their sourcing of marketing processes. 
Since literature is not structured along these terms, the literature review is divided into chapter 2 
“Multinational enterprise, marketing and processes” and chapter 3 “Sourcing of marketing 
processes”. The aim of this division is to deduct and arrange the underlying concepts and ideas in 
a clear presentation as possible. Since the initial literature review did not result in a 
comprehensive overview of marketing and sourcing in general, it serves primarily to determine 
how marketing and its functions are defined and which characteristics are required for their 
consideration from a make-or-buy perspective. The literature review revealed that other business 
functions such as finance and accounting, as well as human resources or information technology 
are researched and described comprehensively and subsequently modelled. This is most certainly 
due to the non-core character of such functions and is also owed to the circumstance that 
reallocation was initially applied to highly transactional and non-core repeatable tasks. Ever since 
business process outsourcing emerged onto the economic stage within the last decade, 
comprehensive empirical work has been rare to find. It is therefore necessary to develop a view 
of marketing processes from the perspective of the enterprises. In chapter 3 literature based on 
marketing process governance topics such as ‘economic decision support and performance, the 
risks and opportunities, their occurrence in terms of selecting the right form, e.g. sourcing 
through joint ventures, strategic alliances or outsourcing with internal suppliers like profit centres, 
Shared Service Centres, or other models, and sourcing and allocation questions’ will be reviewed. 
2.1 Terms and definitions of the multinational enterprise 
Enterprises have today become the most common and dominating organisational structure for 
medium and large scale economic units (Kagelmann, 2001) since the concession systems were 
disestablished in the middle of the 19th century (Theisen, 1986). Enterprises, even though 
existing in practice, have neither a specific legal entity, nor stack- or shareholders and are 
therefore a potential subject of study (Theisen, 1986; Külting, 1987; Kagelmann, 2001).  
Accordance to the European Community Directives 4, 7 and 8, the German Companies Act §§ 
15 to 22 and §§ 291 to 337 as well as the German Commercial Code, an Enterprise is defined as 
follows: “[Enterprises] are a combined dominant construct of one or more controlled companies 
under the common control of the controlling company. They form an enterprise/a group, and 
the individual companies are subsidiaries.” Following the argumentation of Hoffmann (1993), an 
enterprise is a conglomerate of legal entities. Kagelmann (2001:23) further concludes that in 
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addition to the legal independence of the subsidiaries, two further aspects are discussed within 
economic literature. Firstly, an enterprise is intended to be permanent and, secondly, the 
enterprise is considered to be “a coherent whole, a decision-making and action unit” and “a 
permanent economic unit of individual legal entities which are directed from a dominant 
company.” 
For the purposes of this work, an enterprise is considered multinational if the enterprise is 
established in at least two more foreign countries with legal entities represented (Eilenberger, 
1987; Eilenberger, 1997; Kagelmann, 2001). The term ‘enterprise’ is considered to be equivalent 
to the term ‘group’ but for all intents and purposes in this thesis, the term ‘enterprise’ will be 
used. 
2.1.1 Organisation and governance of the enterprise 
The organisational structures in enterprises are mainly characterized on the basis of four 
attributes: hierarchy, corporate structure, corporate governance, and management philosophy 
(Kagelmann, 2001; Thommen and Achleitner, 2003; Vahs, 2005). 
2.1.1.1 Hierarchy of the multinational organisation 
Typically, enterprise elements in terms of architecture and structure are the corporate 
headquarters, subgroups, business units and divisions (Dressler, 2004; Thommen and Achleitner, 
2003). The corporate headquarters are defined as the dominant and leading entity of the 
enterprise. The corporate headquarters are responsible for leadership and governance structures 
as well as the establishment of corporate values and identity (cp. Figure 1.2 on page 37). 
Subgroups are mainly present in international, global or other complex enterprises (Daft, 1998; 
Blumentritt and Nigh, 2003). Subgroups act as legal entities and function as the consolidator and 
harmonizer between the corporate headquarters and the individual business units. Furthermore, 
subgroups serve to reduce the complexity of large organisations (Dressler, 2004) and are tasked 
with relieving the corporate headquarters of operational leadership tasks. Business units and 
divisions build the core of the enterprise and are in charge of operational activities (Kagelmann, 
2001). Typically, business units are country organisations, sales organisations, subsidiaries, 
factories or plants (Thommen and Achleitner, 2003) and are either organized as legal entities or 
operating departments. Depending on various criteria, the structure of the enterprise is mainly 
designed in accordance with the desired decision-making procedures, the size of the enterprise, 
the product and service portfolio or market conditions (Pasmore, 1994; Nadler and Tushman, 
1997; Ostroff, 1999; Sternberg and Heil, 2000). 
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2.1.1.2 Corporate structures 
Literature consistently describes three types of corporate structure: (1) functional organisation, (2) 
divisional organisation, and (3) complex organisation represented through matrix, hybrid, tensor, 
horizontal, network, and modular organisation (Nadler and Tushman, 1997; Dressler, 2004). 
Functionally organized enterprises or job-shop organisations are economic units. The 
organisation of which is structured according to operational functions such as procurement, 
production, marketing, human resources, and other administrative functions. Each function is 
usually “bundled in separate organizational units” (Dressler, 2004:76), and the reporting lines are 
mono-directional between the management board and the unit manager (Thommen and 
Achleitner, 2003). Divisional organisations are structured in units, which are typically products or 
product groups, regions, customers or business areas (Schulte, 1992; Vahs, 2005). Dressler 
(2004:83-89) illustrates through practical cases that, within structures organized into divisions, 
often functional organisation can be found and that “the main idea is to produce independent 
miniature businesses”. Both functional and divisional organisational forms are considered as basic 
organisational structures which naturally occur, with little demand on flexibility, in business 
environments such as regulated markets or markets with low competition and which have a 
moderate growth rate. Complex organisational forms, on the other hand, aim to artificially create 
an environment for enterprises that demands higher flexibility, faster organisational responses, 
and efficient decision-making (Vahs, 2005). Generally, complex organisational structures add a 
third dimension to functional and divisional organisational models. As described above, reporting 
lines in functional and divisional structures are designed to be mono-level, whereas matrix, hybrid 
and tensor organisation all operate with a multi-reporting structure. Complex corporate 
organisations address the weaknesses of functionally and divisionally structured organisation, 
especially in internationally focused enterprises (Dressler, 2004). Vermeulen and Barkema (2002) 
observed that organisations set up international organisational structures through three models: 
the entering of new markets through sales organisations that distribute goods that are 
manufactured in the country in which the head office is located, local production and sales via 
legal entities that are located in the target market with a mainly sales-driven scope of the business, 
and fully-independent legal entities “that produce[s], distribute[s], and sell[s] [their] product for 
the most part independently from the corporation” (Dresser, 2004:103). International business 
activities are, furthermore, driven through a demand for the purchase of input material, the 
optimized utilisation of assets, a shareholder-value-creation approach or reputational aspects such 
as branding, the corporate image of the enterprise or knowledge acquisition (Vermeulen and 
Barmena, 2002, Dressler 2004, Keuper, 2005; Vahs, 2005; Fett and Spierung, 2010). In addition 
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to export departments (Brede, 1995), internationalisation is also characterized through three 
stages of development: international, multinational and global organisation. In accordance with 
Dressler (2004), these approaches of international business activities can be illustrated from a 
corporate standpoint as follows (cp. Table 2.1 on the following page). For further analysis and 
interpretation, it is important to highlight existing organisational structures, since it is assumed 
that decision-making and process competency moderate sourcing and allocation behaviour. 
Especially corporate governance may influence as the following section will show. 
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Table 2.1: Comparison of international, multinational and global organisations 
Organisational 
Structure 
Characteristics  
International  Core business remains domestic 
 Separate international division alongside the functional domestic organisation 
 Mainly sales and marketing driven 
 Partial independent management by the international division (e.g. packaging, branding, 
supply chain tasks in target market) 
 Intermediate development phase to hybrid international organisational structure, which 
integrates the international business into a regional context and shares business functions 
in order to avoid redundancies (e.g. finance, marketing and sales, etc.) 
 Fits to growth strategy, as it is highly flexible and has a test drive character; the 
organisational integration level not very high; market risks are limited; termination of 
activities can be done quickly; learning and knowledge build-up are fostered 
 Mainly established if the enterprise is not ready to adjust its entire business approach and 
organisation to international markets. Therefore, international divisions may become 
isolated from core business divisions 
 
Multinational  Corporate headquarters located in the head-office country, enterprise appears to remain a 
country-specific organisation (e.g. Mercedes Benz - the German car company, Bayer - the 
German pharmaceutical company, etc.)  
 Addresses  are different in local markets, making international business in many different 
regions and countries with a broader product portfolio possible 
 Mainly combined with geographical organisational structures that are independent, 
decentralized subsidiaries that establish their own value chain. Support functions are either 
integrated in divisions or are already bundled in regional support centres 
 Concentration on target markets with high flexibility creates authentic local presence and 
embedded business operations, which is further fostered through local employees 
 A highly competitive internal environment may lead to business silos and fosters 
detachment from corporate headquarters 
 
Global  Most comprehensive evolvement in terms of internationalisation; no country-specific 
headquarters in order to “reduce the traditional corporate control mechanism by a 
network of relatively independent business units, divisions and strategic alliances managed 
by a group of executives” (Dressler, 2004:111) 
 The elimination of corporate control mechanisms enables the enterprise to adapt quickly 
to local market demands and to build up best practices and knowledge, as a downsized 
top management replaces the traditional corporate centre 
 High level of partnerships, alliances and Shared Services. Concentration on core 
competencies fosters the networking behaviour of the organisation 
 Usually combines a divisional and a geographical organisational structure in a matrix that 
is led by a corporate leadership team (CEO and functional officers) which are supported 
through corporate service experts (e.g. production, research and development, finance and 
law, tax, etc.) 
 Suitable for global brands, as the global organisation doesn’t act locally, but, rather, the 
divisions segment products or markets across national borders which further enables an 
integrated view on client demands and therefore fosters knowledge build-up and best 
practice creation within segments 
Source: In accordance to Dressler (2004), Kagelmann (2001), Vahs (2005) and Thommen and Achleitner (2003) 
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The leadership approach chosen by the corporate headquarters is another key aspect for the 
design of the organisational structure. The responsibility of the executive leadership board to 
define the distribution of decision-making power between the top, senior and operational 
responsible managers is called corporate governance and sets the principle basis for the 
distribution of tasks between the group units. 
2.1.1.3 Corporate governance approach of the headquarter 
The leadership approach of the corporate headquarters is closely linked to the terms 
“centralization” and “decentralization” (Hoffmann, 1993; Thommen and Achleitner, 2003). 
Centralisation and decentralisation express how strategic decisions and activities are distributed 
between the leadership unit and the economic subunits (Kagelmann, 2001).  
 
 
 
Literature primarily names three types of corporate headquarters (cp. Figure 2.1). Firstly, the 
operational holding, also named head office, which holds high responsibility in terms of 
operational decision making and product development (Hoffmann, 1993), strategic guidance and 
financial planning (Theopold, 1993; Keuper, 2005). The operational headquarters also acts as an 
internal supplier for subordinated units by providing functional services like financial accounting, 
human resource management or other activities that are supportive to the core business. This 
position within the enterprise leads to a low level of decentralisation but high synergies and 
economy of scales and scope (Schulte, 1992; Dressler, 2006). The operative holding therefore 
holds high leadership responsibility. Secondly, the strategic management holding, which holds 
less operational responsibility and focuses on strategic aspects of the business, as operational 
tasks are carried out according to the strategic principles delegated to subdivisions and subunits. 
Claim for leadership of 
corporate headquarters 
Level of 
Decentralisation 
Usage of Synergetic 
potential 
Operational 
Holding/Head Office 
Strategic Management  
Holding 
Financial Holding 
Operational 
Strategic 
Financial 
high 
medium 
medium high 
low 
low 
 
Strategic 
Financial 
 
Financial 
Figure 2.1: Corporate headquarters’ leadership approaches 
Source: According to Kagelmann (2001) 
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Kagelmann (2001:30), by referring to Anesini (1991), therefore states that “through focusing on 
strategic business decisions, the strategic management holding becomes the managerial holding 
of an enterprise”. This activity split leads to the decentralisation of operational decision making 
and tasks in the subunits of the enterprise. As a result, synergetic potentials within the enterprise 
are only created on a strategic level (Naumann, 1994; Kagelmann, 2001; Dressler, 2004), meaning 
that the subunits are self-governed to the greatest possible extent. Thirdly, the financial holding, 
which features the highest level of decentralisation. Both strategic management and the 
operational business are therefore delegated to the subunits (Anesini, 1992). According to Keller 
(1993:59), “a financial holding holds and administrates investments, but does not execute 
leadership” and therefore focuses mainly on financial governance. Kagelmann (2001:31) adds that 
“the leadership of the financial holding concentrates on financial planning and controlling”.  
2.1.2 Conclusion 
The objective of section 2.1 was to introduce the terms “multinational” and “enterprises” and 
their classification in the range of organisational concepts. Since this thesis is not aiming to 
research organisational structures from the perspective of organisational theory, this section is 
mainly descriptive but delivers a clear definition of the terms “multinational” and “enterprise”. 
An enterprise is thus a conglomerate of legal entities that is intended to be permanent and acts as 
an economical decision-making and action unit, which is managed by a dominant company 
(Eilenberger, 1987; Hoffmann, 1993). Furthermore, the enterprise becomes multinational when it 
continues to appear as country-specific organisation but is present in at least two more foreign 
countries with legal entities represented, has individual addresses in local markets and operates in 
many different regions and countries with a broader product portfolio and has various authentic 
local presences and embedded business operations abroad (Eilenberger, 1997; Thommen and 
Achleitner, 2003; Dresser, 2004; Vahs, 2005). Therefore, in the following sections, it is assumed 
that the characteristics described here are attributed to the term “multinational enterprise”.  
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2.2 Marketing function 
Since this thesis addresses the economical business function of marketing, the next section is 
dedicated to the classification of its characteristics with respect to multinational enterprises. As 
explained in section 2.1.1, activities and responsibilities in enterprises are organized into business 
functions.  
A function is a “special activity or purpose of a person or a thing” (Hornby et al., 1992:350) and 
also a “clearly defined task within a larger context” (Drosdowski, 1992:159). In business 
economics, a function is subdivided into core functions, basic functions and sub-functions 
(Thommen and Achleitner, 2003). The core function can be considered the macroeconomic task 
of the enterprise which is equivalent to “the business objective which is deducted from the 
practical production of goods and services” (Kagelmann, 2001:35). In accordance with business 
economics theory, basic functions are activities that are execution-oriented in terms of the 
operative production cycle. Typical basic functions are procurement, production, distribution, 
logistics, finance, and marketing (Vahs, 2005).  
Thommen and Achleitner (2003:54) state that, in accordance with the functional understanding 
of economic theory, marketing objectives are to “evaluate customer demands, establish and 
maintain costumer relationships and distribute produced goods and services”. The traditional 
marketing perspective is described by McCarthy and Brogowicz (1981), who subdivide marketing 
activities into the four sub-functions “product”, “place”, “price” and “promotion”, the 
application of which is closely linked to and dependent on the output of the sub-function 
marketing research (Thommen and Achleitner, 2003).  
Marketing addresses practical problems and questions that come up when a company approaches 
a market and its customers with its goods and services and is therefore organized in accordance 
to managerial principals which imply a regular controlling and management process (Helmke et 
al., 2002). Observations show that the organisational implementation of the marketing function is 
solved heterogeneously in both theory and practice. This is logical, since the integration of the 
marketing function within the organisational structure of the enterprise is dependent on the 
corporate structure described above as well as on specific market and business conditions. It is 
plausible that the institutional implementation of the marketing function of a single-level 
company, which is structured along functional lines and whose corporate headquarters acts as the 
operational holding, must differ from global organisation that focuses on products and markets 
as a matrix organisation whose corporate headquarters is designed as a financial holding. A 
detailed analysis of the organisational variations of the marketing function is therefore beyond the 
scope of this work, since this thesis is not dedicated to the design of marketing functions.  
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2.3 Process orientation and process characteristics 
2.3.1 Historical development of process orientation 
The description of organisations in business economics was long dominated by differentiation 
and separation into operational and organisational structure. The organisational structure 
regulates entities, divisions and departments, whereas the operational structure serves to 
coordinate the operational procedure in terms of time and location (Kosiol, 1976). The guiding 
principle is the separate and individual optimisation of both areas through the application of 
different concepts and methodologies. In practical terms, however, both areas are closely linked 
to each other and, therefore, separate and individual optimisation appears to be difficult 
(Steinmann et al, 1998). Also, on the conceptual level, the differentiation proves to be 
questionable (Gaitanides, 1983). Moreover, the strict thinking in two separate structures in the 
classical organisation theory has resulted in thinking and acting from the perspective of an 
organisational structure (Gaitanides, 1994). Acting in large organisations is therefore often 
dominated through rigid institutional schemas and procedures which provoke silo-building and 
communication latencies on the divisional interfaces (Rummler and Brache, 1995). This has led 
to alternatives being sought in both theory and practice. 
Although, Nordsieck (1934) was among the first to discuss the approach of the dualistic 
organisation in his work, he was already exploring the idea of structuring business activities in 
processes in the 1930’s. Thirty years on, he affirms a process view: “The real structure of the 
operation is like a stream” (Nordsieck, 1972:9). In 1983, Gaitanides gave the main impetus for an 
academic discussion concerning the idea of viewing organisations in commercial businesses as 
process organisations. In managerial practice, the alternative concept to the approach of 
organisational and operational structure was further advanced by the acclaimed publications 
“Reengineering the Corporation” by Hammer and Champy (1993) and “Process Innovation - 
Reengineering Work through Information Technology” by Davenport (1993). One of three key 
elements of the Business Process Reengineering (BPR) approach is to turn away from the 
thinking and decision making in departments and move towards to thinking and decision making 
on a process level (Osterloh and Frost, 1996). The aim of BPR is to avoid an unnecessary 
fragmentation of activities and to keep the information and communication barriers between 
process participants low in order to improve production and commodity flows. In this context, 
the guiding principle of “structure follows process” symbolizes that processes, as opposed to 
organisational structures, are dominating business decisions (Dressler, 2008). Even though BPR 
demands a radical change within the existing organisation and BPR as a management concept is 
not applied in managerial practice, process orientation generally gains importance and is 
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reinforced in business practice (Hammer, 1999; Keupter 2005; Vahs, 2005; Pfitzmeyer, 2005; 
Dressler, 2008) and is therefore also noteworthy for marketing processes (Kantsperger, 2007). 
2.3.2 Definitions of core and non-core process 
For common understanding and for later analysis purposes, essential terms such as “process 
organisation”, “organisational structure” and “core and support processes” are discussed in this 
section. In accordance with Gaitanides (1983:62), process organisation shall be understood as a 
“process-oriented organizational design approach, in which the creation of divisions, business 
units and departments is performed in accordance to specific requirements of the operational 
business processes of the production and utilisation of goods and services”. Following Hammer 
and Champy (1996) as well as Osterloh and Frost (1996), business processes are defined as a 
batch or cluster of structured activities that take place in a defined sequence, with a beginning and 
an end, which require one or more sources of input and, in turn, transform this input to valuable 
output for a customer. Thus, a process proceeds in a value-adding, target-oriented and customer-
oriented manner, during which a customer can be either externally or internally involved 
(Kagelmann, 2001; Dressler, 2004).  
When it comes to business processes, two types can be identified. These are firstly, the core 
processes and, secondly, the support or non-core processes (cp. Section 1.1). This differentiation 
is based on the approach of the “concentration on core competency processes” (Kagelmann, 
2001:41). The aim of this approach is to identify processes within the company that are critical 
and indispensable for the long-term success of the company. Following this approach, the 
organisational structure has to be aligned with the core processes (Amponsem et al., 1996) in 
order to unburden the organisation from support or non-core processes (Osterloh and Frost, 
1996) and hence concentrate available resources to the main objectives of the enterprise 
(Prahalad and Hamel, 1990; Dressler, 2004).  
According to Kaplan and Murdock (1991), “core processes consist of the combination of related 
activities, decisions, information and material flows”, which, combined, represent “the 
competitive advantage” of an enterprise. It seems rather difficult to determine the core processes 
of an enterprise based on this definition, due to the relatively vague definition of competitive 
advantage. Therefore, common practice is to express the competitive advantage of an enterprise 
based on core competencies, and then to derive the core processes from these core 
competencies. Following this argumentation, core processes, are processes that meet the 
following criteria (Barney, 1991; Osterloh and Frost, 1996; Sjurts, 2000): the customer benefits 
noticeably from the process and is therefore willing to pay for the output (perceivable customer 
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benefits); the “processes must be unique” by applying “company-specific resources” (corporate 
specificity); its “properties may not be easy to imitate” (non-imitability); “the processes must not 
be replaceable by other solutions” (non-substitutability). Processes which do not meet these 
criteria are considered to be support or non-core processes. 
2.3.3 Identification of marketing processes 
Now that core and non-core processes have been concretely defined, the next step is to identify 
the processes within the marketing function. The determination of the processes is carried out in 
two steps and in accordance with the above-stated definitions: firstly, the identification of 
processes within the marketing functions of the multinational enterprise and, secondly, an 
evaluation as to whether the identified process is a core process or is non-core related. 
In the first step it is necessary to determine what the business processes within an enterprise are.  
Basically, it should be noted that the identification of business processes in multinational 
enterprises is little described in both, academic and managerial literature. Furthermore, there is no 
general numerical data concerning the appearance of processes within the multinational 
enterprise. Based on the process definitions in the previous section, both the actions of a specific 
area of responsibility within an organisational structure and the actions of an entire entity can be 
identified as processes (Gaitanides, 1983). For this reason, the definition of what a process is and 
what it is not depends on the subjective viewpoint of the observer. The “Is-it-an-activity-or-
process?” discussion is indeed controversial, and experts may have different opinions as to 
whether an object of interest is an activity or a process. Depending on the organisational 
perspective it may be the case that the management board considers a task to be a process, 
whereas the local department itself doesn’t have a process perspective on the task in question and 
therefore defines it as simple task. Gaitanides (1983) therefore proposes to conduct process 
identification according to operational and organisational functions. The author acts on this 
suggestion and aligns the identification of processes to the marketing function and its sub-
functions. Even though the author explained previously that the process perspective and the 
operational/organisational perspective of an enterprise are contrary to one another, this chosen 
approach [deducting processes from a functional perspective: author’s note] is still plausible; 
hence multinational enterprises continue to structure their organisation into traditional sub-
functions, whereas the process perspective rather helps to illustrate value chains and information 
flows (Staud, 2001; Pfitzmeyer, 2005; Hollekamp, 2008). Sollbach (2008) further explains that the 
process view of a company’s business functions is necessary to design business process 
applications and software which is applied cross-functionally, even though the organisation is still 
functional, divisional or structured in both manners. Another reasonable approach for 
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determining a process map of the marketing function is analysing enterprise resource planning 
(ERP) and customer relationship management (CRM) software, as companies such as Oracle Inc. 
or SAP AG offer predefined standardized processes that are widely used in most industries and 
therefore reflect industrial processes. Based on section 2.2, the process range of marketing 
standard software, personal experiences and expert interviews, the sub-functions of the 
marketing function and its corresponding processes are to be structured as illustrated in Figure 
2.2. Even though each sub-process may consist of individual tasks or activities, a higher level of 
detail is not intended, as the presented work is concerned with process and not task or activity 
sourcing. 
 
 
 
 
An illustration takes on a different form when the process definition is approached from a value 
chain and operational perspective. Figure 2.3 on the following page shows a matrix of marketing 
activities and operational flows. Following Diller (2002) and Saatkamp (2002), the operational 
flow of producing and selling goods and services is to be subdivided into the six phases “define”, 
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Source: In accordance to Gaitanides (1983), Vahs (2005), Thommen and Achleitner (2003) 
Figure 2.2: Sub-Functions and processes within marketing 
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“produce”, “communicate”, “offer”, “deliver”, and “maintain” for demonstrative purposes and 
may need to be adapted to specific industrial or organisational conditions (Kantsperger, 2007). 
Marketing activities from the functional perspective as illustrated in Figure 2.2 on page 29 are 
added to these flows horizontally. The resulting matrix reflects a practical view of the marketing 
processes and its roles within the enterprises’ development, production and distribution of goods 
and services. 
 
 
 
In the second step, the determined processes of the marketing function and its sub-functions 
need to be tested to assess whether the processes represents a core or a support process. The 
analysis intended to assess the question of whether the process is core or non-core characterized 
will be done from the perspective of the multinational enterprise. According to the previous 
section addressing the established definitions of core processes, the processes assessed whether a 
perceivable customer benefit was fulfilled. The core process is company-specific, non-imitable 
and not substitutable. Generally, this test is only possible through an individual assessment. 
Literature does not provide any useable information. Even though studies have shown that core 
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Figure 2.3: Process- and functional-related marketing perspective 
Source: In accordance to Diller (2002), Saatkamp (2002), and Kantsperger (2007) 
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processes are primarily present in product development, product management, purchasing, 
supply chain management and customer relationship management (Rockart and Short, 1988; 
Kaplan, 1991; Davenport, 1993; Amponsem et al., 1996), the results are not sufficient enough to 
be applied to this work. It is, however, reasonable to conclude that the core processes primarily 
consist of the operating performance and functions of the economical goods and services 
production cycle. This means that processes of the marketing function are presumably and 
predominantly core processes. To serve the purpose of further analysis, the processes within the 
marketing function in the multinational enterprise are, therefore, given the basic definition of 
core processes.  
2.3.4 Conclusion 
The identification of processes within the sub-functions belonging to the marketing functions 
proved to be a challenge, since process standardisation and process illustration as it applies in 
finance and accounting, human resources or purchasing was presented in neither managerial nor 
academic literature in a consisted and reliable manner. Marketing functions are mostly structured 
in accordance to McCarthy and Brogowicz (1981), whereas the pricing policy is realized through 
business partnering from the side of the product or marketing controlling, which is a subset of 
the finance and accounting function. Furthermore, the term “process in marketing” is often used 
in the context of customer relationship management or supply chain management. The increasing 
process orientation of companies appears to interfere with the functional perspective of 
organisational design. Vahs (2005) explains that process orientation is a product of the 
deficiencies of traditional organisational concepts such as functional compartmentalisation, the 
filtering of information and, hence, its manipulation, coordination and reconciliation latencies 
and governance problems. In conclusion, organisations of a purely traditional design are 
considered at a disadvantage in terms of their ability to compete. But process orientation does 
not force the enterprise to redesign its structural organisation. Process orientation is more subject 
to the operational structuring of an enterprise as long as process organisations act as an additional 
layer of the organisational charts which combine single functional or sub-functional action units 
into a value-adding sequence of activities (cp. Figure 2.4 on the following page). Therefore, the 
popular terms “customer relationship management” and “supply chain management” are not 
viewed processes from an organisational perspective. These terms are considered to be strategies 
that are closely linked to the application of IT systems which combine, link and process data that 
are, on the other hand, output from specific marketing sub-functions and processes. The above 
proposed process classification can be assumed to be idealised, although the wording and the 
organisational occurrence may vary from enterprise to enterprise. For example, the term pairs 
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“brand communication and product advertisement” or “marketing controlling and product 
controlling” represent similar or equal operational activities, but, depending on the organisational 
design preferences, one pair is preferred to the other. Such variations are insignificant, as the 
actual tasks and activities behind the terms are identical or congruent.  
Figure 2.4: Process operation in a functional organisation 
 
Source: According to Vahs (2005). 
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3 SOURCING OF MARKETING PROCESSES AND ITS DETERMINANTS 
3.1 Introduction 
As mentioned in the introduction of this work, marketing sourcing is a relatively new research 
area, which is, however, receiving ever more attention in managerial literature. Since this thesis 
deals with a practical phenomenon, the outline of the literature review follows the main aspects 
that account for sourcing and relocation activities in practice ‒  those being the definition of the 
problem, detection and description of the applied concept, its different decision-support models, 
risks and opportunities of the concept, alternatives and allocation, implementation strategies, and 
performance and success monitoring (Porter, 1998; Kagelmann, 2001; Thommen and Achleitner, 
2003; Hollekamp, 2005; Vahs, 2005). In section 3.2, the current state of research within the 
domains marketing and sourcing will be demonstrated. In order to develop the decision support 
opportunities, Section 3.3 is dedicated to known models in managerial practice. This section will 
be sub-divided into support models that were usually applied from a Neoclassicism approach, 
approaches from the New Institutional Economy and a concluding section that is related to 
performance of process sourcing and its measurements. Section 3.4 will analyse existing sourcing 
strategies and its relevant variables in terms of geographical sourcing. And finally, Section 3.5 is 
concerned with opportunities and risks.  
3.2 Current state of research 
The following section aims to circumscribe the current state of research and future research 
demand in terms of governance and sourcing in the economic business function marketing. Since 
it was very difficult to get access to comprehensive information and research data that is directly 
concerned with the subject of this thesis, the literature review was carried out in two stages: 
firstly, outsourcing respectively sourcing as phenomenon within managerial practice was reviewed 
from the 1950s until the 2010s. Secondly, the literature research was précised and concretised 
towards marketing outsourcing and process reallocation. 
3.2.1 State of sourcing research 
By entering the search query “*sourcing” into the Business Source Complete database or any 
other search query, a search engine returns 364,067 results. Almost 12 per cent, or 29,452 
publications, of this result have the search term in the title.  
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If the query is limited to scholarly publications, including peer-reviews, 2,898 publications remain, 
of which 2,374 were published in the last ten years, 1,505 during the last five years and 988 
between 2009 and September 2012.  
In 2002, Matiaske and Mellwing (2002:654) showed that even though the popularity of 
outsourcing in managerial practice is very high, “the empirical foundation of the outsourcing 
phenomenon is in deficit”. Hollekamp (2005:8) cites Theurl (2003:12) and adds that “beside 
anecdotic, evidence comprehensive empirical research about successful outsourcing projects is 
missing”.  
As the Business Source Complete data and any others search queries show, many papers were 
written after these conclusions were made. If the search queries are combined with the terms 
empirical resp. empiric, the search engine returns 55 consolidated empirical studies directly 
related to the topic outsourcing were written within the last ten years (cp. Figure 3.1).  
16 of the studies are related to country-specific scenarios, and 11 studies are industrial sectors-
orientated, followed by 10 IT-related studies. In addition to the studies that are categorically 
classifiable, the surveys that are not directly assignable are related to performance and decision 
making models. The literature reviews lead to the picture that academically and managerial 
literature is classifiable into the three categories “managerial and practice-oriented literature”, 
“empirical studies”, and “academic literature”. 
Figure 3.1: Publications from 1950 - 2012 
 
Source: Business Source Complete and any others 
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3.2.1.1 Managerial and practice-oriented literature 
This category serves mainly as a guideline for outsourcers and decision makers. Case studies that 
place an emphasis on IT, F&A and HR dominate. The quality varies significantly and a profound 
embedding in economic theory is usually not provided (Hollekamp, 2005; Dressler 2007). Typical 
work in this category is for example represented by the writings of Lacy and Blumberg (2005), 
which provide interesting insight on reasons for outsourcing. Even though the title “Marketing 
Methods – Improving business performance with outsourcing” is misleading, since their work 
covers neither marketing nor performance, reasons for outsourcing and important factors when 
choosing an outsourcing provider are clearly described through statistical analysis. Reasons for 
outsourcing are improved profitability (67%), time to market (46%), improved management 
focus (35%); market share (35%), increased revenue (27%) and increased customer loyalty (19%). 
Important factors when choosing an outsourcing provider include provider expertise/capability 
(88%), ability to earn trust (82%), flexibility /81%), reputation (74%), low cost/price (71%), 
industry knowledge (68%), culture fit (62%), creativity (53%), outsourcing team members (53%), 
prior relationship (45%), a provider’s global reach (45%), knowledge of the company and key 
executives (40%) and offshore capabilities (32%). Even though these results are interesting, some 
theoretical underpinnings may have helped to explain them better.  
3.2.1.2 Descriptive statistics 
Clear empirical evidence is difficult to detect within the outsourcing phenomenon for marketing. 
It seems that, even though publications have increased significantly within the last 10 years, 
academics in management research tend to explain the phenomenon through qualitative methods 
instead of through the use of empirical, surveyed data. Representative data according to the 
application of the concept as a managerial strategy is usually provided by management and 
strategy consultancies like KPMG, Accenture, Deloitte, Cap Gemini, IBM or PwC, who all 
publish yearly reports. A clearly problematic aspect is the comparability of the results, as all 
reports claim to cover entire industries with representative sample sizes such as the Fortune 500 
or Fortune 1000, but compile varying forecasted growth rate, market volume and market 
performance figures. Furthermore, these surveys tend to result in purely descriptive statistics, 
which show how many companies outsource accounts payable, for example, or how many 
companies consider expanding outsourcing activities in Asia Pacific. Such data is interesting in 
terms of putting together a picture of the scope of application of the principle, but it does not 
provide any statistics on either success or performance. 
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3.2.1.3 Academic literature 
Academic literature divides sourcing and governance into four main categories: Firstly, a large 
number of published papers are concerned with advantages and disadvantages (Jouanne-
Diedrich, 2004; Hollekamp, 2005; Hätönen and Eriksson, 2009). Matiaske and Mellewigt (2002) 
criticise these kinds of publications as often only displaying practical cases from companies 
without including any critical discourse. A noticeably large number use trendy managerial and 
practical terms that are typical in popular science such as “core competencies”, “market 
pressure”, “stakeholder perspective” or “decision making”. As the Business Source Complete 
database and any other search query shows (cp. section 3.2), most of the work is descriptive and 
very specifically limited to either regional/national aspects of sourcing or considers a specific 
business function (e.g. Feeny et al., 2003; Riedl, 2003; Willcocks et al., 2004). Implications for 
management and science are usually very weak and demand a wider scope of research; a fact 
which is normally mentioned by the authors as well.  
Secondly, literature also places a focus on the reallocation processes (Hollekamp, 2005) such as  
the decision to outsource (e.g. Kagelmann, 2001; Herff, 2002; Dressler, 2004; Keuper, 2005; Tate 
et al., 2009; Contractor et al., 2009; Jensen and Petersen, 2011), contracting and service level 
agreements (SLA) (e.g. Horchler, 1996; Balze, 2002; Simon, 2004; Holcomb and Hitt, 2006, 
Murray et al., 2009; Fett and Spiering, 2010;, legal and law (Wißkichen, 1999; Wenderoth, 2009; 
Fett and Spiering, 2010), and location assessment and selection (e.g. Kagelmann, 2001; Graf and 
Mudambi, 2005; Keuper, 2005; Dressler, 2007; Contractor et al. 2010).  
The third research category is dedicated to organisational topics, whereupon different 
management relationships with outsourcing providers are analysed. In accordance with Hendrix 
et al. (2003), Schläfli (2003), Dressler (2007) and Hätönen and Eriksson (2009), the organisational 
forms cited most often are cooperations, alliances, networks and virtual organisations. Many 
authors limit the organisational aspect to either internal or external sourcing. Another 
organisational approach is the structuring into either value chain segments or business functions 
such as finance and accounting, human resources, procurement or industries.  
The fourth category marks the most comprehensive corpus of research, since this kind of work 
aims to consider the complex interaction between “functional, organizational and employee 
specific aspects” in as integrated a fashion as possible (Hollekamp, 2005:12).  
Apart from older research in sourcing, recent studies include more than one fundamental theory 
when developing propositions and hypotheses. Holocomb and Hitt (2007), for example, combine 
the resource-based view and the transaction-based view to compile a theoretical model for 
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strategic outsourcing, since older research failed to explain the phenomenon using only one 
theory. Hätönen and Eriksson (2009) published a research paper titled “30+ years of research 
and practice of outsourcing - Exploring the past and anticipating the future”. Their work 
illustrates how difficult it is to circumscribe sourcing from an academic perspective (cp. Figure 
3.2). Even though the capturing of the referring theories is congruent with the results of the 
literature review of this study, the authors draw relationships from their own work. 
Figure 3.2: Relationships between research questions and theories 
 
Source: Hätönen and Eriksson (2009) 
As Figure 3.2 illustrates, researchers have many choices in terms of the theoretical foundation 
and explanations, and unfortunately many of them are used for compiling new and often 
untested propositions. It seems that academia produces more new questions instead of delivering 
solid and robust answers to the phenomenon. Comprehensive publications like “Make, Buy, or 
Ally: A Transaction Cost Theory Meta-Analysis”, a review of more than 600 surveys that are 
concerned with empirical research “on organizational boundary” (Geyskens et al., 2006) are rare 
to find but deliver important evidence on how a fundamental theory can explain phenomena. 
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Tate et al. (2009) developed interesting propositions regarding the convergence of the three core 
theories which may explain reallocation and governance. The combination creates new interfaces 
that help to describe the interaction by overlaying the theories and deducting propositions and 
economic assumptions (cp. Figure 3.3). 
Figure 3.3: Synergies of core theories 
 
Source: Tate et al. (2009) 
In accordance with Figure 3.3 and as the literature review showed, two or three main theories, 
respectively, are considered in the analysis. Writers use either one of these theories or combine 
the TCE the RBV as Tate et al. (2009) did. Hollekamp (2005) stated that most academic literature 
lacks such integrative analysis. After reviewing recent work from the last five years, one can come 
to the conclusion that researchers highlight at least both the TCE and RBV theories. He further 
claims that probably “none of these theories are comprehensive enough to explain the 
phenomenon”.  Contractor et al. (2010) doubt that sourcing and performance can be explained 
through a unique and generalized model or theory, and Murray et al. (2009) further refers to 
contingency theory in order to explain how and under which circumstances performance is 
achieved through outsourcing.  
In conclusion, a literature review showed that even though publications increased significantly 
over the last decade, academia is still concerned with testing and putting results into a practical 
and applicable context. It is still unclear whether it is really possible to deploy models that are 
able to serve as a generic framework in order to explain success, performance or quality. The 
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complexity of the phenomenon and its implications for what are in some ways very diverse 
industries and enterprises lead to the conclusion that highlighting very specific and detailed 
processes and circumstances is more appropriate than the attempt to develop a framework that is 
too limited when it comes to application in managerial practice. This may contradict empirical 
research that aims to close this gap and provide the overall valid theory par excellence, but, due 
to the fact that especially in highly technology-driven or innovation business environments, 
company profiles and the value adding processes are unique and customized. There was no 
evidence found that a comprehensive framework is in place that could be applied in a practical 
context. Even though many authors criticise research in sourcing and governance as being done 
on a very small scale focussed on location, process and industry (Kagelmann, 2001; Hollekamp, 
2008; Murray et al. 2009), such concentration on very specific items may help to provide reliable 
evidence on special issues if done appropriately in terms of the methodology and sampling 
(Mudambi and Tallman, 2010). In bigger industries, enterprises tend to adapt business models, 
processes and value-adding features (Pfitzmeyer, 2010). Such industrial standardisation may also 
be used to generate models that are valid at least within specific industries and thus provide a 
wider validity of research instead of generating theory that may explain some aspects on a general 
level but are limited due to environmental complexity (Dressler, 2008; Sharma and Loh, 2009; 
Mahmoodzadeh et al., 2009; Pfitzmeyer, 2010). 
3.2.2 State of marketing sourcing research 
The number of publications on marketing sourcing and governance is very small. The search 
query “marketing *sourcing” in Google Scholar for example, limited to publications from 1950 to 
2012, lead to 278 hits, of which 235 publications were written over the last ten years. The same 
search query in World Cat showed 860 hits, of which 662 publications were written over the last 
10 years. Using the catalogue-retrieval tool Summon, the search query returned 132 hits, of which 
115 publications were written over the last 10 years. 37 are journal publications, and only 7 
papers are peer-reviewed (cp. Figure 3.4 on the following page). The Journal of Industrial 
Marketing Management dedicated their fourth issue to the impact of outsourcing on B2B 
marketing in 2009 and claimed that the outsourcing of marketing-relevant activities and 
processes, which are traditionally core business activities but are being ever more relocated and 
reorganized and thus becoming outsourcing candidates as well (LaPlace, 2009), is increasing in 
interest. Furthermore, The Journal of Management Studies published a special issue concerning 
offshoring and outsourcing with emphasis on marketing processes in December 2010. None of 
these articles are empirically designed, however, a total of only 14 relevant journal articles were 
discovered during the literature review. 
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Figure 3.4: Search query and retrievals 
 
Source: Google Scholar, EBSCO, Summon 
Comparing the increase of marketing sourcing from 2007 to 2011 (Deloitte, 2007; Deloitte, 
2011), two main aspects are evident from the annual quantitative outsourcing survey, performed 
by the consultancy Deloitte Consulting LLP: firstly, an increase from 8% to 23% within the last 
four years in terms of internal consolidation through sourcing of marketing process to a service 
supplier and, secondly, an increasing demand for further consolidation and optimisation within 
the responsibility area of the CMO (Deloitte, 2011).  
Up until now, there has been little evidence that relocation of marketing processes improves an 
enterprises' performance or leads to a positive impact on quality, cost structures or customer 
satisfaction. Sharma et al. (2009) proposes a model for marketing outsourcing in business to 
business relationships, but there is no comprehensive understanding of how to map marketing 
processes and activities. Other academics spotlight marketing outsourcing from very specific 
angles like sales force optimisation, customer services and relationship management, portfolio 
controls, general impact of marketing outsourcing or marketing services (Deborah, 2004; Park, 
2004; Lacey, 2005; Ahearne et al., 2009; Harmancioglu, 2009; LaPlaca, 2009; Rapp, 2009). 
Irrespective of the increasing importance of management, there is no comprehensive and 
integrated conceptualisation of marketing governance in place, meaning that most applied theory 
deals mainly with non-core business functions like finance and accounting, human resources, 
information technology or procurement (Hollekamp, 2005). 
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Marketing governance literature that provide substantial insights and robust models are 
noticeably grounded in transaction-cost theory, resource-based approaches or principal-agency 
theory (Kantsperger, 2007; Khan and Schroder, 2009; Le Bon and Hughes, 2009; Ahearne and 
Kothandaramn, 2009; Harmancioglu, 2009). Even though Dunning discussed outsourcing and its 
development through the eclectic (OLI) paradigm (1980), this important work is not mentioned 
in recent publications. Publications that refer to TCE justify their theoretical approaches 
primarily with Williamson (1975). Recent work and enhancements of his theory are rarely 
considered (cp. Geyskens et al., 2006). A comprehensive conceptual framework is provided by 
Harmancioglu (2009:394), which describes the “antecedents of control mechanisms through 
which firms manage the risks and costs associated with outsourcing relationships in global 
technology-markets”. The strength of this work is definitely the integration of all three main 
theories that are concerned with make-or-buy. Furthermore, the conceptual framework focuses 
systematically on control mechanisms in market hierarchies. Control mechanisms are clearly 
deducted from the principal-agency theory and are operationalized as formal and informal 
controls which depend on nine propositions that are defined in accordance with TCE and the 
agency theory 1  and resource dependency 2 . The author argues that the degree of modularity 
moderates task characteristics, environmental uncertainty and switching costs Harmancioglu 
(2009). This is the only weakness of the model. Company size and organisational structure is 
avoided through the definition of the unit of analyses which is “enterprises in global technology-
intensive markets” Harmancioglu (2009:401). A small, but very highly innovative bio-tech 
company may approach control mechanisms differently than a multinational, large-scale 
enterprise. Company size or organisational structure may thus be worth considering as a 
moderator as well. 
Ahearne and Kothandaraman (2009) argue that performance in outsourcing can be explained via 
scope, impact and act. The main argument that Web 2.03 revolutionizes partner relationships is 
very ambiguous. The authors probably wanted to investigate the impact of new collaborative 
tools on partnership and its interaction during operations. The impact of social media on pretty 
much anything at all is indeed a new trend. The question of whether the emphasis on asset 
specificity has shifted from being technology-based to being transactional-security based and 
what role the security costs will play under these conditions may be answered through 
                                                 
 
1 task characteristics – represented by asset specificity - and environmental uncertainty 
2 in this case switching case as the most important aspect for the buyer -here the principal 
3 a technology-approach that enables easy and flexible connections between internet-based services through web-
services 
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transaction-cost theory, which already demonstrates that an increase in environmental uncertainty 
increases the likelihood of hierarchical governance over market governance. The main point to 
criticise here is the fact that the article deals with marketing in a very general way. Many claims 
(cost-driven approach, impact, etc.) are presented with few references. Even though they may be 
true, it would be of an advantage to have more references in order to understand how the 
phenomenon interacts with marketing. 
Kantsperger (2007) adds an enhancing perspective in terms of process orientation to the corpus 
of marketing sourcing literature. He found that process thinking in marketing is hardly existent, 
that traditional marketing mix thinking is the most common approach, outsourcing decisions are 
practically not performed on the basis of theoretical models, and the transaction-cost approach is 
not known, while at least a resource-based approach is applied indirectly. He therefore 
recommends subdividing marketing sourcing into three categories: firstly marketing core tasks 
and competencies like product and program management, marketing management, price policy, 
which is so far rarely outsourced, industrial and packaging design, which is often implemented 
with external providers; secondly, marketing activities like data collection and data analysis in 
market research, traditional advertisement, supply chain fulfilment, and distribution; and, thirdly, 
ambivalent and undetermined marketing services like corporate design, public relations or online 
communication, direct marketing or customer relationship management (e.g. mailings, call-centre 
and after sales, loyalist management). The author further claims, that the bigger the discrepancy 
between company-specific marketing know-how and market demands, the bigger the possibility 
that the company will choose a market hierarchy in order to fulfil the service or process. Even 
though this work consolidates theoretical, neoclassical approaches and institutional economic 
theories with the practical value flow perspective, fifteen semi-structured interviews of marketing 
officers are probably not a sufficient basis for providing substantial validity. A more sophisticated 
sampling would have helped to increase the robustness of this work in terms of the reliability of 
his claims and arguments.  
Khan and Schroder (2009:385) argue that “unwritten rules are essential for the outsourcing 
process even though written rules like guidelines are in place”. Their work provides a conceptual 
model and demonstrates that the design process of outsourcing guidelines needs more space for 
customisation during the buying procedure, since rigid guidelines force business partners to 
follow the rules only with respect to a minimal level of compliance. The work is primarily based 
on the principal-agent theory and is set up within the context of governmental outsourcing in 
Bangladesh. Even though the unit of analysis and the sampling is clear and logical, aspects like 
corruption, environmental uncertainty or opportunistic behaviour are not mentioned. Since this 
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research already refers to the principal-agent problem and transaction-cost theory, it would make 
sense to explain the outcomes in stronger connection with these theories. 
Le Bon and Hughes (2009) investigated the backlashes associated with customer services 
sourcing and developed within their study a theoretical framework based on transaction-cost 
theory. The authors claim that the opportunistic behaviour of the vendor impacts customer 
service operations negatively if only few capable vendors are active in a market, the higher the 
asset specificity of the outsourced customer service process, and the higher contractual 
uncertainty is. Furthermore, risk is higher, the higher behavioural uncertainty and the higher the 
externally fulfilled asset specificity is. To sum up, “the greater the backlashes for a principal, the 
greater will be the risks of the negative impact of its outsourced customer service on his customer 
care competency” (Le Bon and Hughes, 2009:409). All propositions follow the TCE approach 
directly. Main weaknesses are consequently described in the limitations section.  
Lee and Walsh (2011) propose a neoclassical selection and decision support model based on 
SWOT and AHP. Even though during this literature study no comprehensive hints were found 
that SWOT or AHP are common decision-support methods ‒ especially for outsourcing, Lee and 
Walsh claim that both methods are common in outsourcing decisions. Even though AHP 
provides a very good tool for converting intangible factors into numerical values, it is doubtful 
whether only factor-based considerations will lead to applicable statements supporting 
outsourcing or not. Lee and Walsh (2011:366) found that “strength is the most important 
consideration followed by opportunities, threats, and weaknesses. Under the strength category, 
financial return was rated as the most important factor, followed by focus on core business, cost 
management, and the success of UA athletic programs. Under weaknesses, loss of institutional 
control was the highest-rated factor, followed by limited opportunities for staff development and 
lack of media coverage. With regards to the opportunities associated with outsourcing, growth of 
UA outweighed national trends. In the threat category, the recession is the highest rated factor. 
The decrease in relationships with local businesses was the next-highest factor with competition 
being noted as the least influential in the group. The rank shows that increase in financial return 
is the most important factor followed by growth of UA, focus on core business, cost 
management, recession, and success of the UA athletic program, loss of institutional control, 
decrease in relationship with local business, limited opportunities for staff development, 
competition, national trend, and lack of media coverage. Increase in financial return is about 2.2 
times more important than the growth of UA (0.292/ 0.131 = 2.2) and 2.4 times more important 
than the focus on core business (0.292/0.120 = 2.4)” (Lee and Walsh, 2011:366). The unit of 
analysis and the sample is very limited to only one case. In order to generate more reliable 
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outcomes, a multi-case study may be a good way to compare results among different universities 
(Yin, 2003). Therefore, the outcome may just reflect a snapshot of this specific university and its 
management team. It would be helpful to understand how the research questions were developed 
and how the results can be interpreted. The findings are presented mainly through tables which 
contain statistical results and information about their significance. An interpretation of the results 
section and some limitations at the end of the paper may help to classify the results. However, 
some results of their research, especially the basic theories like TCE and RBV, may help to 
contextualise the results in terms of the theoretical foundation of make-or-buy. 
Lin et al. (2011:137) argue that “according to the Ballot theory, the lower-risk the Borda sequence 
value is, the less risk important than which is. If the risk of the Borda sequence value equals zero, 
this means that these are the most important risks. In marketing projects, the risk of damage to 
brand reputation, moral risk and capital-chain-fracture risk are the highest-rated risks: secondary 
risks include the contract risk and hidden costs. Due to the limited resources of the enterprise, it 
should be targeted to strengthen the above key risk control.” Generally their research is 
concerned with marketing in real estate industries. Lin et al. (2011:134) argue that “marketing 
outsourcing is, at present, the most popular method that many real estate enterprises apply” in 
order to transfer market risk. This claim is not referenced but builds the core to justify their 
research. The advantages of real estate marketing outsourcing are deducted from an article that is 
concerned with IT outsourcing but does not, however, explain how these findings are aligned 
with the real estate industry. The life cycle model is actually a project phase diagram. In terms of 
life cycle, monitoring options and exits are missing. Therefore, this model is not suitable for 
explaining the life cycles of marketing outsourcing. The risk variables are deducted from a 
Gartner Group publication which is not referenced. Here it would be better to reference 
Dunning (2000), since he proposes comprehensive and tested risk categories in terms of 
sourcing.  
Park et al. (2011) approach marketing governance from an organisational learning (OL) 
perspective and conducted an online and email survey based on 211 valid samples. Their 
conceptual framework describes “learning outcomes through learning determinants and learning 
processes”. The testing of their hypothesis lead, in summary, to the conclusion that “the 
outsourcing level may influence learning process negatively and cause learning loss, but however, 
there are some positive influences to learning process. For example, outsourcing benefits 
influence learning positively. Also, good relationship with CRM providers has a positive effect on 
the learning process. A second contribution of this study is to gain further understanding of the 
learning process and its outcomes for the company”. Their study suggests that “outsourcing 
CRM systems enhance the learning process only to the degree to which they perceive some 
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benefits and that CRM outsourcing is best considered as part of a larger market-based learning 
process in which market information processing is at the core”. The title of the article implies 
that marketing functions is the topic. It effectively deals with CRM outsourcing. The authors 
argue that CRM is a new marketing strategy that includes new marketing processes. The need for 
research results from a lack of existing research which examines the relationship between learning 
loss and outsourcing. Interestingly, loss of intellectual capabilities is mentioned in Dunning 
(2000), something that the authors did not consider. Furthermore, approaching this topic from a 
risk-management perspective may also provide deeper insight with regards to decision making in 
make-or-buy situations. In particular, this study considers the outsourcing of marketing 
functions, especially those related to customer relationship management (Park et al., 2011:473). 
The marketing functions are not clearly circumscribed. The literature review and the 
development of the hypotheses are concerned with learning processes in terms of market and 
organisation. Therefore, the article deals rather with the impact of outsourcing on organisational 
learning. The outsourcing object is generally the CRM system approach. Loss of knowledge and 
costs to rebuild these capabilities could also be reflected on TCE or from a Principal-Agent-
Problem perspective, since these theories already provide many good and proven explanations. 
All the models, statistics and justifications are very robust and plausible in and of themselves, but 
a higher level of granulation in terms of CRM functions and activities may help to provide a 
framework that is really applicable in day-to-day outsourcing work and decision-making 
situations. 
Rapp (2009) provides a very robust and focused conceptual framework for make-or-buy 
decisions of sales-force processes. The scholar approaches outsourcing from the strategic 
management perspective with respect to constituency theory. Rapp argues that the intention to 
outsource the sales force depends on the orientation of the enterprise. Enterprises are brand, 
competitor, customer, learning, production, selling or technology oriented, whereas mixed 
orientations are not considered but rather mentioned as a limitation that may require further 
research. Furthermore, the authors explain that situation-specific factors and the amount of 
turbulence in the market act as moderators. The author argues that except production, selling or 
technology oriented enterprises intend to deploy sales force activities from hierarchical 
governance rather than market governance The higher brand, competitor, customer, learning or 
customer orientation is, the lower the probability that market governance is not being applied. A 
very positive aspect of this research and the developed but untested framework is the clear focus 
on the sales force process. Propositions are clearly developed and underpinned with 
comprehensive literature. In terms of the sales force, it may be interesting to examine how new 
technologies such as, for example, salesforce.com or eCRM fit into this research. Since these kind 
SOURCING OF MARKETING PROCESSES AND ITS DETERMINANTS  46 
of tools enhance and accelerate sales and customer analysis, the availability of these new tools 
may work as a moderator as well. Furthermore, the organisational structure maybe also a 
moderator, but the authors highlight the comprehensive limitations of their work (e.g. market 
and technology factors, or the correlation between the firms’ orientation variables, since 
enterprises may have more than only one orientation). Unfortunately, the authors did not draw 
relationships to the core theories like TCE, RBV or the Principal-Agent Problem.  Furthermore, 
the claim that almost no research has examined the strategic factors that influence the decision 
on whether to outsource or not may apply to the case of the sales force, but the decision-making 
perspective is widely researched, and existing models may explaining the sales force case. Here, a 
better understanding of strategic management literature in terms of decision-making may 
improve or support this claim. 
Sharma et al. (2009) try to explain that offshoring and outsourcing or the level of interaction 
between people in business to business environments determine whether a process can be 
offshored or not and that this model is also valid for marketing processes. In summary, there is 
not enough justification to support the claim that their model is also valid for marketing 
processes. A distinction between process types would be helpful to clarify the similarities between 
business processes and marketing services. The proposed process perspective is not exactly a 
marketing process but a value chain. E.g. order taking or purchasing is not the territory of the 
current marketing departments, invoicing and payment is clearly assigned to accounts receivable 
and accounts payable resides within the F&A function. Generally, a clear picture of marketing 
processes is needed to understand how the authors define marketing services and process. The 
interaction as an indicator for offshoring may be far-sighted enough. A good approach may be 
the TCE or Principal-Agent problem theory to explain information asymmetry, which surely 
plays a role in outsourcing. The authors mention in their limitations, that the model is only a 
starting point and that further research in cultural implications in offshoring projects should be 
done. It is doubtful whether this model will add benefits to managerial practice, since it is too 
simple and ignores already existing methods which have indeed been described and researched in 
academia already. 
A table listing the literature reviewed above can be found in the appendences B Matrix of 
marketing sourcing literature is on page 209. 
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3.3 Economical decision support and performance measurement 
Management decision is a two-phase process which considers, firstly in phase one, the 
circumstances and the subjects of the intention, project or transaction (Williamson, 1998) before 
a decision is taken, and, secondly in phase two, the performance management of the transaction. 
The literature review lead to the conclusion that in management practice two general approaches 
are discussed and applied. Traditional neoclassical approaches, which are subdivided into 
quantitative and qualitative methods (Beer, 1998; Thommen, 2004), are summarized and 
discussed in section 3.3.1. Section 3.3.2 illustrates theories on the most common domains for 
decision support of the 'New Institutional Economics'. Both streams are explained using their 
most relevant theories.  
3.3.1 Decision support models of 'Neoclassicism Economics' 
Neoclassical economic theories correspond more or less with the concept that “price mechanism 
– Adam Smith’s invisible hand – efficiently and costless coordinates economic activities” (Kim 
and Mahoney, 2005:225). In this situation, resources are always used in the most productive 
manner. Traditional or neoclassical approaches towards decision and management support are 
characterized through the discussion and evaluation of monetary aspects. According to 
Kagelmann (2001), the most common models are the comparative cost method and the dynamic 
earnings method. Qualitative methods for decision are mainly described as a “pragmatic 
corporate-policy approach” (Williamson, 1990:70; Picot, 1992:110), a “pragmatic approach” 
(Lamers, 1997:202) or “management-oriented approaches” (Peters, 1995:24). In opposition to 
quantitative approaches, non-monetary related aspects are considered during the decision and 
selection process. Kagelmann (2001:146) subsumes qualitative approaches as “multi-criteria 
approaches”. The following methods are discussed: a plain list of advantages and disadvantages, 
point rating systems, portfolio models, check lists, and business models. 
In order to illustrate the decision support procedure, the decision field is defined as follows: The 
decision-taker is the top management of a multinational enterprise. The scale of operation A 
includes a1 = outsource and a2 = insource. The decision to be evaluated by the management of 
the enterprise is therefore A = {a1a2} (Kagelmann, 2001; Bamberg and Coenenberg, 2008). 
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3.3.1.1 Quantitative approach 
3.3.1.1.1 Static comparative cost method 
The principle of the static comparative cost method postulates that for both scales a1 and a2 all 
relevant costs are available in order to decide on the bases of comparison for these values. 
Heinen (1980) illustrated that the decision process has three phases. Phase one is the preparation 
and structuring of the decision context in terms of all relevant cost drivers and items. The second 
phase determines all defined cost items for a1 and a2. The comparison of the cost items and the 
final make-or-buy decision results from the result R of the operation a1 - a2. If R > 0, than action 
a2 is preferred as opposed to a1. In case there are more than two options for a, A = {a1a2,an) is 
also possible. The cost comparative method is extremely easy to perform, but this simplification 
is also the disadvantage. As argued above, the subject and objective of marketing processes 
sourcing is not only costs; and, for outsourcing in general, purely cost-driven approaches are not 
performed nowadays (Keuper 2006; Dressler, 2008). Even though the comparative cost method 
is still in use in management and enterprise decision support, the literature review showed that 
this approach has many critics. Eilenberger (1997) states that the comparison method is a static 
method which does not incorporate running costs and may foster hidden costs and shadow costs. 
Picot (1993) recommends combining the approach with qualitative decision-support methods, 
e.g. lists of advantages and disadvantages. In case of R > 0, Kagelmann (2001) criticizes that, in 
practical application, the determined costs will be afflicted with inaccuracies since consequential 
costs for reorganisation of interfaces to other organisational units or employee fluctuation and 
shifts in employee costs are ascertainable.  
3.3.1.1.2 Dynamic earnings methods 
In contrast to a static cost comparison, the dynamic earning method considers a longer time 
period in which costs occur. Shim et al. (2000) names four cost methods of determining dynamic 
earnings as the basis for decision support on a cost level: the net present value method (NPV), 
the discounted cash flow method, the payback period rule, and the internal rate of return 
method. Considering make-or-buy as an investment decision for a transaction (Williamson, 
1999), the discounted cash flow method and the net present value method are the most suitable 
methods in order to determine if action a1 or a2 is preferable. Referring to Eilenberger (1997), if R 
> 0, a1 is the more profitable investment, since the net present value of the investment is higher 
than the net present value of action a2. 
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The net present value is defined as follows (Shim et al., 2000:256): “NPV is the excess of the 
present value (PV) of cash inflows generated by the project over the amount of the initial 
investment (I).” 
NPV = PV - I 
“The present value of the future cash flows is computed using the cost of capital (or minimum 
required rate of return) as the discount rate. When cash inflows are uniform, the present value 
would be: 
PV = A x T4 (i,n) | T4
*=
1
𝑖
 [ 1 −
1
(1+𝑖)𝑛
] 
* Present value of an annuity of $1.00 
 
Where A is the amount of the annuity.” In the case of cost savings, which are the subject of 
make-or-buy decision, a cash inflow represents the savings. The main criticism of the NPV and 
quantitative models is the limited view on monetary factors. In modern cost management and 
analyses, a wide range of cost methods are available and the perspective of the calculated values 
requires accurate interpretation assessment. As Hätönen and Eriksson (2009) showed, the 
outsourcing scope had been developed within the last thirty years from a cost-cutting and 
efficiency-seeking organisational planning scope, where the management of the outsourced 
relationships was mainly realized via arms-length transactions, in order to restructure and change 
manufacturing processes to transformational outsourcing on a global level through collaborative 
development where processes are not simply a transactional or repeatable task but highly 
knowledge-intensive. It is doubtful that complexity on a global scope can be realized with purely 
monetary-related methods. The literature review did not show empirical evidence that 
quantitative decision models are preferred or applied for marketing outsourcing. 
3.3.1.2 Qualitative approach 
3.3.1.2.1 Plain list of advantages and disadvantages 
Argumentation alternatives for decision support are lists that set advantages against disadvantages 
for different variations of an action (Knolmayer, 1991; Thommen, 2003). The decision-support 
process is divided into four phases (Lamers, 1997) ‒ phase one for structuring and specifying the 
decision field and the subsequent possible actions,  phase two for developing arguments and its 
criteria, phase three for evaluating the arguments and contrasting the pro's and con's for a1 and a2, 
and finally phase four for taking the decision between a1 and a2. The action that possesses the 
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most advantages or the fewest disadvantages is considered the preferable one (Albach and 
Wildemann, 1987; Teichmann, 1995). Even though the approach is easy to implement, and many 
authors recommend a combination with a qualitative decision support model, further weaknesses 
in operations are obvious. The model does not provide specific weighting or moderating options 
(Nagengast, 1997) and the “heuristic-intuitive proceeding” (Picot, 1991:343; Kagelmann, 
2001:147) fosters manipulable behaviour in the decision makers. Depending on their interests, 
arguments can easily be misused in order to force the final decision towards a1 or a2. 
3.3.1.2.2 Point rating systems 
The advantage of the rating system is the procedure for displaying and evaluating criteria. Each 
criterion is rated according to a scale that is identical for all criteria (Domsch and Reinecke, 1989; 
Kagelmann, 2001). Point rating systems are also known as “scoring models” or a “value-benefit 
analysis” (Wißkirchen and Mertens, 1999). The decision process is also divided into four phases. 
Phase one defines the decision criteria, and phase two sets the weighting for each criterion. 
Bamberg and Coenenberg (1996) recommend normalisation to 1 for the sum of all criteria for a 
possible action. The subject of the third phase is the determination of the degree of target 
achievement for each decision criterion.  In the fourth phase, all decision criteria are summed up 
with respect to their weighting factor and their degree of target achievement. The highest sum 
represents the preferable action. Even though this approach is easy to implement, it has its 
weaknesses and pitfalls. Point rating systems do not specify how criteria have to be selected. 
Therefore, the outcome may be arbitrary and subjective. The weighting may also be defined 
without comprehensible methods. Since the criteria are presented along a scale, the results may 
appear empirical or quantitative. Such pseudo-accuracy emerges from subjective ratings and value 
judgements (Picot, 1992; Nagengast, 1997). Point rating systems are, in part, enhanced through 
so called K.O. criteria or minimum achievement grades. If the sum of the criteria set is below this 
level, the possible action is rejected. Consequently, K.O. criteria are often used in practical 
applications to induce a desired action by specific stakeholders (Kagelmann, 2001).  
3.3.1.2.3 Other models 
Due to the large number of tools and models for decision-support in management, the most 
seldom named models are briefly characterized in this 'Other Models” section. According to 
literature, portfolio models, check lists, and business models represent three further decision 
support options (Knolmayer, 1992; Picot, 1992; Nagengast 1997; Kagelmann, 2001). The 
common denominator with these models is that they all have criteria selected, evaluated and rated 
or assessed. All models share the same disadvantages. An objective set of criteria and an objective 
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assessment is not necessarily given. Subjectivity and arbitrariness can occur as well as 
manipulation of the selection criteria and the evaluation thereof. Therefore, a mixed application 
of quantitative and qualitative methods is often applied in practice. 
3.3.1.2.4 Decision making in practice 
The literature review did not provide any empirical evidence highlighting which models are used 
in terms of sourcing decisions. 
3.3.2 Decision support models of the new institutional economics 
New Institutional Economics was introduced during the 1970’s and emphasises, in contrast to 
the traditional approaches of neoclassical economics, the institutional character of business 
ventures and makes this the object of the explanations (Schreyögg, 1998). The concept aims to 
explain the structure, the behaviour, the efficiency and the transformation of economic 
institutions (Beer, 1998) and is thus particularly suitable to the discussion of new organisational 
concepts (Picot et al., 1998; Kagelmann, 2001). Essentially, three microeconomic approaches are 
closely linked to New Institutional Economics and are extensively discussed in literature: the 
theory of property rights, the transaction-cost theory and the principal agent theory. The theories 
will be explained in the sections below. Further, their applicableness in terms of decision support 
for marketing processes shall be analysed as well. Due to the already numerous publications and 
studies which deal with these theories, the basic elements are not further investigated in depth 
and will be considered as given. Besides the three main streams in New Institutional Economics, 
literature emphasises that, in strategic management and organisational research especially, four 
more theories are worth considering  in the context of sourcing and relocation of activates and 
processes (Steinmann and Schreyögg, 2000; Kieser and Walgenbach, 2003; Swoboda, 2003). 
Further approaches that will be considered in this section are the resource-dependent approach, 
resource-based theory and the network theory. 
3.3.2.1 Property rights theory 
The most relevant academics that were concerned with the theory of property rights are Coase 
(1960), Alchian (1965) and Demsetz (1967). Property rights are defined in the social environment 
and also represent an authority in terms of economic entities of goods and resources (Demsetz, 
1967; Kagelmann, 2001). Simplified, they can also be described as rights of control over 
resources. The objective of the theory of property rights is to analyse the effects of different 
forms of the design and distribution of property rights on the behaviour of economic actors as 
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well as to explain the origin, distribution and transformation of property rights (Ebers and 
Gotsch (1996); Kagelmann, 2001). Kim and Mahoney (2005:224) also mentioned that property 
rights theory can be subdivided into “classical” and “modern” streams. Classical streams are 
mainly concerned with institutional and historical aspects that impact property rights, whereas the 
modern perspective focuses on “utilizing advanced tools, which attempt to stylize modelling of 
ownership and incentives structures” (Kim and Mahony, 2005:224). 
The theory of property rights is largely based on three elements.  Firstly, there is the behavioural 
assumption of individual utility maximisation. This involves the assumption that each individual 
involved in the economic process within the level of his options for action pursues his own 
interests. Through the negotiation of individual contracts he tries to maximise his own benefits. 
Secondly, there are the fully-specified property rights comprising four individual rights: “the right 
to use the resources, the right to withhold any earnings from the resources, the right to change 
the form and substance of the resource and the right to sell or transfer the resource” (Furubotn 
and Pejovich, 1974:4). In practice, these rights are often separated from one another. Thirdly, 
there is the consideration of transaction costs and externalities. Transaction costs will result from 
the development, assignment, transfer and enforcement of property rights. Externalities occur 
when an individual does not own all available rights of an asset. This results from the fact that the 
individual neither bears all positive nor any negative economic impact of resource use itself. 
These externalities are also associated with so-called welfare losses (Kagelmann, 2001). 
To perform tasks, actors require competencies. Institutional or organisational arrangements put 
the transfer of property rights in the form of a contract between exchange partners. 
Consequently, institutional arrangements affect the way in which property rights are granted and, 
therefore, the nature of the tasks. A main aspect of this theory is that the incentive for 
individuals, who use their available resources efficiently, is greatest when a full internalisation of 
risks associated with the use of positive and negative effects succeeds. In order to fulfil their 
tasks, organisational and institutional rules are required, which define the transmission of 
property rights between exchange partners through contracts. Consequently, institutional 
arrangements affect the way in which property rights are granted and, therefore, consequently 
define and circumscribe the nature of the tasks. A key message of this theory is that the incentive 
for individuals is maximized if the provided and available resources and their associated positive 
and negative effects are fully internalized (Kaulmann, 1987; Beer, 1998; Kagelmann, 2001). Picot 
(1991:145) adds that “the most effective distribution of costs and property rights is that which 
minimizes the sum of transaction costs and the externalities caused by welfare losses.” High 
transaction costs and high externalities are therefore a sign of inefficient organisational solutions 
(Kagelmann, 2001). The merit of the theory of property rights is particularly in highlighting the 
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importance of property rights and the declaration of economic structures and processes. It thus 
serves primarily as an ex-post explanation which is further understood as an open system without 
premises and derived conclusions (Kagelmann, 2001). This, together with the problem of the lack 
of operationalisation, is the main point of criticism (Ebers and Gotsch, 1995; Beer, 1998; 
Kagelmann, 2001). Further, a specification of the utility function and the determination of 
transaction costs have not been made to a sufficient extent. In addition, a strongly criticized point 
is the methodologically-conditioned closed view on the level of individual utility and contract 
calculi, while system-specific phenomena such as the stabilisation of dynamic systems are 
unconsidered (Schreyögg, 1998). Accordingly, one can conclude that the theory of property rights 
as practical guidance for the application to sourcing and relocation questions is inappropriate. 
3.3.2.2 Transaction-cost theory 
The microeconomic-oriented transaction-cost theory has its roots in Coase’s (1937) publication 
“The Nature of the Firm”, in which “markets and hierarchies are described as alternative 
governance structures” (Geyskens et al., 2006:519). Even though the article was already written in 
the first half of the previous century, Coase (1972:67) asserts that the article was “much citied and 
little used”. Williamson (1975) was the first academic who “resolved the operationalization of 
transaction cost theory” (Geyskens et al., 2006:529). The transaction-cost theory describes the 
coordination and, in particular, the control and supervision of economic power relationships and 
also serves as the prevailing framework for illustrating make-or-buy decisions. More specifically, 
it tries to explain the basis of a comparative institutional analysis of why certain transactions are 
handled in certain structures more or less efficiently (Picot, 1991). The transaction-cost theory is 
not concerned with the exchange of goods or services itself, but with the assignment and 
transaction of property rights either within the institutional environment or behind its 
organisational boundaries (Schreyögg, 1998; Geyskens et al., 2006). Tietzel (1981) adds that 
transaction costs include all costs that arise from the provision, transfer and enforcement of 
property rights. According to Williamson (1975), the cost of transactions is only influenced by 
the transaction partners, environmental factors, the transaction characteristics and the type of 
contract. He essentially developed testable hypotheses “by associating the relative efficiency of 
alternative governance structures with observable dimensions of transactions, namely asset 
specification, uncertainty, and transaction frequency” (Geyskens et al., 2006:519). Picot (1991) 
postulates, in accordance with Albach (1988), that transaction costs can be understood as all costs 
that occur during business initiation, agreement and contracting, what can be considered ex-ante 
costs, and further costs of transaction in operations, customisation and controlling (ex-post costs, 
Williamson, 1990).  
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With regards to transaction partners, Williamson (1990) states that the behaviour of the involved 
parties will be influences by three basic aspects: bounded rationality, opportunism, and risk 
neutrality. The behavioural assumption of bounded rationality is based on the fact that humans 
act “intendedly rational, but only limited” (Williamson, 1996:36 by citing Simon, 1957: xxiv), 
since the stakeholders have limited capabilities of information retrieval and processing 
(Kagelmann, 2001). As a consequence, the second assumption leads to opportunism, which 
means that all transaction participants - wherever possible - pursue their own benefit, even 
beyond moral boundaries (Schreyögg, 1998), which, in turn, and based on this assumption, 
results in additional transaction costs because the transaction partners are making efforts to guard 
against any breaches on the part of the other party and must include secure renegotiation and 
conflict management measures in order to ensure risk neutrality. 
Besides transaction costs, drivers deducted from the stakeholder participants in transaction 
processes, transactional problems can occur from environmental conditions which are classified 
as uncertainty and complexity (Williamson, 1975). As mentioned above, the transaction 
characteristic asset specificity, strategic importance, uncertainty and frequency are of particular 
importance for the level of transaction costs (Picot, 1991; Williamson, 1975; Williamson, 1985). 
Asset specificity represents to what extent an activity, task or process can be redeployed or 
reutilized elsewhere. Asset is a generic term which may stand for a location aspect, equipment, 
capital equipment, human capital, brand names, services, processes and other economic 
characteristics (Nagengast, 1997; Kagelmann, 2001, Geyskens et al., 2006). The higher the asset 
specificity is, the greater the loss in value of the second best option to locate the task, activity or 
process is (Picot et al.; 1998). When a transaction in its second best option is worthless, complete 
asset specificity is given (Kagelmann, 2001). Consequently, the more specific the exchanged 
services, the higher the transaction costs. Strategic importance is closely connected with asset 
specificity since strategically-important activities and efforts are also company-specific services. 
Even though TCE literature usually does not emphasise strategic importance as a separate factor, 
a separate consideration makes sense because not every specific activity is also of strategic 
importance (Picot, 1991; Kagelmann, 2001). Similar to asset specificity, a higher strategic 
importance leads to higher transaction costs because the more strategic an activity is, the more 
knowledge and the more risk awareness and avoidance is necessary to perform the transaction 
(Picot, 1991). 
The uncertainty of a transaction is the third parameter that influences transaction costs 
(Williamson, 1975). The level of uncertainty depends on the unpredictable changes in the 
environment and the opportunistic behaviour of the transaction partner. However, as uncertainty 
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and the concomitantly imponderables cannot be contractually considered ex-ante, increased 
uncertainty will result in higher transaction costs (Williamson, 1990, Picot, 1991; Geyskens et al., 
2006).  
The fourth and final parameter that affects transaction costs is transaction frequency. The main 
effect of transaction frequency is related to economies of scale because it is assumed that, with 
increasing frequency, learning, scale and synergy effects occur and subsequently lead to lower 
transaction costs per transaction (Ebers and Gotsch, 1995). Williamson (1985:60) argues that 
“transaction frequency provides an incentive for firms to employ hierarchical governance” 
because indirect costs in vertical integrated scenarios are easier to decrease for activities with high 
transaction frequency. Geyskens et al. (2006:521), by citing Rindfleisch and Heide (1997), also 
found out that transaction frequency “received far less attention in the empirical literature than 
asset specificity and uncertainty”. 
The core problem of the originally economical transaction-cost consideration is whether vertical 
integration or market governance is applied in order to fulfil a transaction (Geyskens et al., 2006). 
Vertical integration describes the setting in which the transaction is performed within the 
enterprise through existing organisational structures, whereas market governance circumscribes 
the fulfilment of the transaction beyond the enterprise’s boundary (Williamson, 1975). 
Researchers demonstrated that, in practice, a collaborative approach in terms of transaction and 
sourcing choices is applied, especially when “explicit contractual safeguards to protect against 
transaction hazards” (Geyskens et al., 2006:522 in accordance to Poppo and Zenger, 2002; Dyer, 
1997) are not the ideal solution for the make-or-buy decision of a specific transaction. An alliance 
or the circumstance that two or more partners ally themselves in order to perform the best mode 
of transaction was later included in the transaction-cost theory framework as relational 
governance mode (Williamson, 1991) and targets high asset specificity as governance choice over 
market governance (Geyskens et al., 2006). Relational governance is therefore an alternative to 
hierarchical governance and also addresses the safeguarding problem which evolves from asset 
specificity. In summary, transaction-cost theory sub-classifies organisational governance choices 
into three choices based on the US law of contract based types (Kagelmann, 2001). Firstly, there 
are traditional contracts to regulate transactions that are performed on market level. Secondly, 
there are neoclassical or hybrid agreements (Williamson, 1985) that grant the parties a decision-
making, consultation and coordination tolerance after the conclusion of the contract (e.g. long-
term contracts for delivery, franchising and joint ventures, Williamson, (1985)). Thirdly, there are 
relational contracts which constitute a rough outline of the transaction process without strict 
formal contractual rules but rather with informal and collaborative agreements in alliances and 
permanent-employment relationships (Williamson, 1985; Beer, 1998; Kagelmann, 2001). 
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In the following, it is to be analysed if the application of the transaction-cost theory framework 
for the above-defined decision problem is practical. Sourcing and relocation decisions of 
enterprise activities can be compared with the question of the most efficient organisational design 
for the provision of goods and services. Hence, the objective is to determine the more efficient 
form of an organisation which essentially performs an activity and questions for the more 
appropriate governance mode. In accordance with the theory, a transaction is to be understood 
as an exchange process that occurs when an activity or process is provided. Thus, the transaction-
cost theory, with respect to the purpose and the object of analysis, is theoretically suitable as a 
potential decision-support model for sourcing and relocation questions. More difficult is the 
appropriateness of the theory as decision support in terms of transaction costs.  
As stated above, the exclusion of production costs from the transaction-cost theory framework is 
not only one main criticism (Nagengast, 1997; Geyskens et al., 2006) but also goes against 
managerial practice, since cost saving and avoiding are some, if not the most, guiding principles 
in decision processes and questions (cp. Section 3.3.1 and Section 3.5). In order to solve or 
eliminate this gap, the transaction-cost theory may be combined with cost focusing decision 
support models from the neoclassical economic approach (cp. Section 3.3.1; Hollekamp, 2005; 
Dressler, 2008). 
Behavioural and environmental assumptions in transaction-cost theory are expressed through 
uncertainty and have to be examined and assessed in accordance to their suitability for the 
decision problem process. Before doing so, the term “uncertainty” needs to be analysed more 
specifically. Uncertainties are all possible events that are not predictable ex-ante and are therefore 
not verbalized contractually (Geyskens et al., 2006). Originally, Williamson (1975) proposed 
environmental and behavioural uncertainty. Other authors criticized environmental uncertainty in 
transaction-cost theory as being set up too broadly and therefore requiring a higher level of 
granulation (Walker and Weber, 1984; Klein, 1989; Geyskens et al., 2006). Following Walker and 
Weber (1984), environmental uncertainty is to be classified into volume uncertainty and 
technological uncertainty. This enhancement of environmental uncertainty is largely accepted in 
theory and also in practice (cp. Section 3.4), especially in location and sourcing selection 
frameworks.  
Volume uncertainty is concerned with the circumstance that demand and therefore the required 
production volume cannot be evaluated ex-ante. Immoderate up- and downturns in volume 
demand encourage the supplier to adopt input resources and human resources which, in turn, 
have an impact on production costs and hence transaction costs. Geyskens et al. (2006:521) 
demonstrate that vertical integrated organisations have better capabilities “to coordinate 
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variations in a hierarchically organized production stream” and therefore, “as volume uncertainty 
increases, hierarchical governance becomes preferred over market governance”. 
Technological uncertainty is defined as the “inability to accurately forecast the technical 
requirements in a relationship” (Geyskens et al., 2006:521 in accordance to Walker and Weber, 
1984). Technical requirements are primarily changes in modules, components or standards that 
are applied in technical systems (Sommerville, 2001). In contrary to volume uncertainty that 
occurs from the demand side, technological uncertainty arises when an enterprise invests in 
technology in order to facilitate the transaction in hierarchical governance. Technology brings 
with it the risk of becoming outdated in the future or of operational and maintenance costs not 
being reliably predictable (Balakrishnan and Wernerfelt, 1986, Heide and John, 1990; Geyskens et 
al., 2006). Geyskens at el. (2006:530) found strong evidence that therefore, “technological 
uncertainty increases the likelihood of market governance”. 
Behavioural uncertainty is the third effect that interacts with governance choice. It presumes that 
transaction partners are individuals who are advised comply, which may, however, not always be 
the case. The action or decision-making could be opportunistically or not fully rationally affected. 
Geyskens et al. (2006:525) define behavioural uncertainty as “the degree of difficulty in verifying 
whether compliance with established agreements has occurred”. Bounded rationality and 
opportunism are central attributes in governance selection; whereas, as behavioural uncertainty 
increases, hierarchical governance becomes preferred over market governance, but asset 
specificity has a greater effect than uncertainty on choices between hierarchical and market 
governance (Williamson, 1985; Geyskens et al., 2006). Furthermore, the subsequent contracting 
model is subdivided into four modes (cp. Table 3.1 on the following page). The implications of 
contracting are, according to Williamson (1985), dependent on bounded rationality, opportunism 
and asset specificity. A pairwise occurrence will thus lead to four contracting modes. Each 
attribute is either pronounced with relevant extent (marked with +), or the attribute is not in 
place (marked with -).  
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Table 3.1: Attributes of the contracting process 
Behavioural Assumption  
Bounded Rationality Opportunism Asset Specificity Implied Contracting Process 
- + + Planning 
+ - + Promise 
+ + - Competition 
+ + + Governance 
Source: Williamson (1985:31) 
Assuming that decision makers are opportunistic, asset specificity is significant and bounded 
rationality is not the case, contracting is an open planning process that rather leads to a service-
level agreement in vertically integrated hierarchies than to restrictive and penalty-emphasized 
contracts. Absence of opportunism but significant bounded rationality and asset specificity will 
set a situation in which the transaction partner is “as good as his bond” (Williamson, 1985:31). 
Even though bounded rationality will lead to missing information that may not be covered in a 
contract, it will not lead to operational risks. Literature assumes that such a case will force the 
transaction partners to fulfil the contract as efficiently as possible because of the absence of 
opportunism. Such scenarios may be the case in employment relationships or joint ventures. In 
cases where parties are subject to bounded rationality and opportunism but asset specificity is 
absent, contracts are made between market partners. Since insignificant asset specificity is 
assumed, the transaction partners have no common interest in securing or hiding any knowledge 
that is needed to perform the transaction. Williamson (1985) considers such a situation a 
franchise or competition market. Governance as a contracting process eventuates when planning 
is not fully applicable because of bounded rationality and promising is not an option because of 
opportunistic behaviour of the transaction partners. The asset specificity provides incentive for 
the partners to set up an organisation and a contractual framework that ensures that the 
transaction can be performed efficiently. Williamson (1085:32) postulates this circumstance as 
follows: “This [significant occurrence of all three attributes; note of the author] is the world with 
which transaction cost economics is concerned. The organization imperative that emerges in 
circumstances is this: Organize transactions so as to economize on bounded rationality while 
simultaneously safeguarding them against hazards of opportunism. Such a statement supports a 
different and larger conception of the economic problem that does the imperative: Maximize 
profits!” This quotation underlines the primary difference from the neoclassical economic 
approach, even though profits and financial management continue to be the main drivers of 
economic questions. Due to higher complexity and levels of interfaces and markets, however, 
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economic sourcing and allocation questions demand long-lasting and strategically reliable 
answers, as they only seek the option with the lowest cost. The focus on transaction costs from 
the perspective of the transaction-cost economy provides a view towards a more comprehensive 
consideration of alternatives and options.  
Even though transaction-cost theory is widely described and tested in academic literature, 
Geyskens et al. (2006) criticise the fact that most of the empirical research in the theory is applied 
to different economic disciplines like F&A, HR, IT, etc. and therefore fails to generally advance 
the theory. Furthermore, they discovered the demand for consolidated research efforts made 
over the last 30 years, because the huge number of studies and the distribution of these studies to 
many different disciplines have since then led to a confusing and unclear picture in transaction-
cost theory literature. Their meta-analysis therefore quantitatively synthesized empirical research 
on transaction-cost theory from the last 30 years through the testing of eleven hypotheses. This 
research convincingly revealed that if asset specificity, volume uncertainty and behavioural 
uncertainty increase, hierarchical governance becomes preferred over market hierarchy, but that 
technological uncertainty will result in market hierarchy. Furthermore, their correlation analysis 
showed that volume uncertainty impacts the governance choice less than asset specificity, the 
impact of technological uncertainty and behavioural uncertainty had more or less the same 
influence as asset specificity on the governance choice, and the consolidated effect of the three 
uncertainty attributes have a larger impact on governance choice than asset specificity. This 
finding rejects Williamson’s assumption, since he claimed that asset specificity effects governance 
choice more than uncertainty. In terms of relational governance versus market governance, the 
reported findings show, just as with asset specificity, relational governance becomes preferred 
over market governance, whereas increased uncertainty fosters market governance instead of 
relational governance and asset specificity does not have higher impact on the governance choice 
(relational versus market) than uncertainty. Williamson’s claim that interactions between the 
transaction dimensions have a stronger impact on governance choice than the attributes 
themselves was not supported, but it is to be noted that only 21 empirical studies where 
evaluated. Unfortunately, the research did not lead to a clear picture of transaction-cost theory 
and performance. Even though the findings report that “appropriately aligned” governance 
choice (relational and market) leads to enhanced performance (Geyskens et al., 2006), it is not 
clear which governance mode finally leads to better or higher performance. The tested 
hypotheses also displayed that relational or hierarchical governance is an appropriate instrument 
to reduce risks in terms of performance and that the effect on performance from relational 
governance is stronger than that from hierarchical governance. In summary, the authors 
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recommend further research on performance and governance choice, transaction frequency and 
asset specificity. 
3.3.2.3 Principal-Agent problem 
The principal-agent problem, also known as principal-agent theory or agency theory, has been 
significantly influenced by the essays of Ross (1973), Jensen and Meckling (1976) and Fama 
(1980).  The theory deals with the analysis and design of contractual relationships between “one 
or more persons (principals) who engage another person (the agent) to perform services on their 
behalf which involves decision making authority to the agent” (Jensen and Meckling, 1976:305). 
The principal-agent theory is based on the assumption that during economic decision-making 
procedures bounded rationality, opportunistic behaviour and methodological individualism 
impact the contractual process through the existence of asymmetric information and hidden 
action. Within the principal-agent theory, it is assumed that each principal and each agent aims to 
maximise their individual utility. Furthermore, the theory imputes opportunistic behaviour of 
both, the principal and the agent. In addition, the behaviour of the agent is fuelled by risk-
aversion, whereas risk neutrality is assumed to be the principals’ behaviour. Uncertainty and the 
existence of asymmetric information are assumed for both parties, which results in three agents’ 
problems: hidden action, hidden information and hidden characteristics (Jensen and Meckling, 
1976; Picot 1991). 
Hidden action assumes that the principal (because of the existence of information asymmetry, 
noted by author) is not able to assess the behaviour of the agent without additional costs and 
therefore the principal is not able to estimate whether the agent has chosen the best action 
alternatives from the principal’s perspective. Since the principal only recognizes the results of the 
actions of the agent, but cannot estimate how the result is influenced by random environmental 
factors, the principal cannot draw any definite conclusions about the performance of the agent. 
Hidden information means that observed actions by the principal, for example due to lack of 
expertise, cannot be adequately assessed. The informational advantage of the agent can thus be 
exploited for its own interests. Hidden characteristics are challenges which the principal faces 
during his ex-ante assessment of the characteristics of the agent. Non-observable and therefore 
non-contractual characteristics of the agents may lead to the wrong decision being made by the 
agent. Furthermore, Jensen and Meckling (1976:313) claim in terms of contracting: “It is 
important to recognize that most organizations are simply legal fictions, which serve as a nexus 
for a set of contracting relationships among individuals”. 
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Intentions to minimise the effects of asymmetric information and moral hazards between the 
principal and the agent incur so-called agent costs (Holmström, 1977). The agent costs comprise 
the sum of the costs of control by the principal, the warranty costs of the agent and residual 
losses (Jensen and Meckling, 1976). The control costs include expenses incurred by the principal 
for controlling and monitoring the proper order-fulfilment by the agent. Warranty costs arise 
from the promise of the agent to properly fulfil a contract, which can, for example, be the cost of 
self-monitoring and accountability. Residual losses are incurred by the remaining discretionary 
options for the agent to exploit its maximisation utility against the interests of the principal 
(Picot, 1991; Kagelmann, 2001). 
To solve the principal-agent problem, and thus to minimise agent costs for the principal, a 
number of mechanisms are proposed. These methods primarily include incentive and control 
systems which intend to influence the action of the agent in the interest of the principal. 
Incentive systems are usually profit participation or income linkage to the development of the 
share price. Control measures can include the implementation of information systems, the 
shortening of the time horizon for contracts or the threat of sanctions (Schreyögg, 1998; 
Kagelmann, 2001). 
Even though there is empirical evidence on performance and inventive systems and transparency 
in corporate governance (Eisenhardt and Graebner, 2007), this basically exists to criticise the fact 
that the approach, on the one hand, considers the opportunism of the agent while ignoring any 
opportunistic tendencies of the principal, and, on the other hand, unqualified opportunism is 
rarely encountered in managerial practice (Perrow, 1986). Furthermore, even though the theory is 
simply-formulated and consistent, it also features low levels of precision which lead to inevitable 
problems in the operationalisation of agent costs and, in particular, in determining the residual 
losses. A logical derivation of these costs can only be made under strict assumptions, and thus 
under toleration for a possible loss of realistic circumstances (Kagelmann, 2001). The one-
dimensional orientation to agent costs is also critical. There is doubt as to which extent the 
principal could react ex-ante in contracting to future problems through appropriate contractual 
arrangements, monitoring and incentive systems. 
3.3.2.4 Strategic management and organisational research 
The goal of strategic management and organisational research is the efficient accomplishment of 
tasks (Hollekamp, 2005). In this sense, the reduction of costs and the increase in utilisation are 
both considered possible forms of organisation (Steinmann and Schreyögg, 2000; Kieser, 2003; 
Morschett et al., 2003). This research offers approaches for deciding, from a strategic standpoint, 
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when resources should come from within the organisation and when they should be provided by 
a partner. The strategic management and organisational research covers a variety of approaches. 
Relevant to the phenomenon of sourcing and reallocation of activities and processes are those 
that represent inter-organisational relationships. These are the resource-dependency approach, 
the resource-based theory and the network theory. 
3.3.2.4.1 Resource-Dependency approach 
The resource-dependency approach, presented by Pepper and Salancik (1978),  van Gils (1984), 
and Bamberger and Wrona (1995), describes a productivity flow, which is incorporated into the 
system at certain points, processed through the organisation, and leaves the organisation at a 
different location (input-output perspective). Every company needs resources of various kinds, 
which must sometimes be purchased from other companies. Only through the existence and the 
use of unique resources, is the stability of the productivity flow ensured. The resources put 
companies in a position to analyse corporate successes or failures (Schreyögg, 1998). Drawing on 
the assumptions of social exchange theory, the resource-dependency approach is based on the 
assumption of scarce resources, which can be exchanged between organisations. With this acting 
as a limitation, companies lose part of their autonomy due to their dependence on other 
organisations. These companies try to compensate for this situation by developing inter-
organisational relationships and creating new strategic dependencies (van Gils, 1984). The 
avoidance, utilisation and development of these dependencies are the driving forces in bi- or 
multi-organisational relationships (Morschett et al., 2003). Regarding the management and 
control of resources and the exercise of power to other companies, the resource-dependency 
approach provides strategies particularly for the control of vertical integration, and can, on the 
other hand, be used for the horizontal integration of power aspects with one's partner in order to 
reduce the level of dependency. 
The definition of the resource term is, however, not precise enough, and the operationalisation of 
resources is ambiguous (Pfeffer, 1992). Furthermore, the resource dependency approach is based 
on the assumption that management acts rationally, meaning that it acts neither in self-interest 
nor based on decision-making resulting from unplanned actions (Sydow, 1992). The efficiency 
and effectiveness of an organisation is neglected. One can therefore conclude that the resource 
dependency approach cannot be used as an explanation for sourcing and relocation of business 
activities and processes. 
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3.3.2.4.2 Resource-Based theory 
According to the resource-based theory, a company's strategic objectives not only reached 
through the derivative of market and sector strategies, but rather due to the fact that it developed 
special skills and abilities, which successfully set it apart from the competition (Rühli, 1995). The 
resource-based approach is described and affected primarily by Penrose (1959), Selznick (1957), 
Barney (1991), Barney et al. (2001), Wernerfelt (1984), Grant (1991), Hall (1992), Rasche and 
Wolfrum (1993) and Peteraf (l993). The resource-based approach considers an organisation to be 
a bundle of resources that are unique and not a copy (Wernerfelt, 1984). It thus founded the 
differences between companies. The heterogeneity of the enterprise resources is thus “the basis 
for the competitive advantage and superior returns of companies” (Mellewigt, 2003:33). 
Therefore, the company's internal resources can be interpreted as a requirement for the 
continued success of the company. However, among the representatives of the theory, there is 
not only disagreement on the description and definition of the research object, but also in terms 
of the corporate hierarchy. Both, the corporate level as well as the combined company and the 
business level are taken into consideration. The problems of operationalisation exist in a similar 
way as they do for the transaction-cost theory with regards to the selection and attraction of the 
requirement criteria of success potential generating resources. There is also the danger of a 
unilateral focus on the corporate perspective. The company and its management are considered a 
black box, meaning that market opportunities and risks are ignored as businesses drivers that 
justify a change in strategy (Rasche and Wolfrum, 1993). 
The resource approach provides explanations of the sourcing phenomenon, because both 
strategic management decisions, and the settlement, the organisation and the success of sourcing 
are also discussed by taking the internal resources into account and are therefore particularly 
suited for explaining the phenomenon during the strategy phase (Hollekamp, 2005). 
3.3.2.4.3 Network theory 
Networks describe the sourcing phenomenon as collaboration between autonomous actors or 
companies, which reflects a relational integrated network of organisations or enterprises. The 
network organisation stands for strategic flexibility and represents the counter-model to a 
diversified enterprise. Important representatives of this approach are Parsons and Smelser (1956), 
Nystrom et al. (1981), Kern (1990), Håkansson (1989), Sydow (1992 and 2003), Sydow and 
Windeler (2000), and Williamson (1990).  
Sourcing and governance under the network approach is understood as a cross-cutting 
relationship between companies and is further regarded as a special form of the make-or-buy 
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decision in addition to outsourcing through the integration of partnerships in a network 
(Hendrix, 2003). The interaction of all parties goes back to the inter-organisational network 
approach. These roots are, among others, in the resource-dependency approach and the social 
exchange theory (Kern, 1990). Market-driven activities are stabilized by interactions of firms in a 
relational structure, and business relationships are developing insignificantly or through 
spontaneous transactions, which require no high initial resources, investment or trust. These are 
emerging only over time and can lead to an essential, strategic resource for the organisation, and 
thus become an important sourcing relationship (Morschett et al., 2003). Interaction is the 
conceptual element of the network approach. It is also the basis for the development and stability 
of a sourcing partnership. For this reason, the network theory can be applied to the partnering 
and operational phases of the relationship. The exchange relationships arise due to dependencies 
between the units in the network. Each activity stands in the context of the entire network of 
relationships. The strategic options for the actions of the company result from their position in 
the network. The position is based on past choices on business-process outsourcing, investment 
in partnerships and interactions with other partners (Pettigrew et al., 1987). 
In conclusion, the network approach is a good explanation of the basis for the evolution and 
organisation of strategic networks (Sydow, 1992). The approach shows a perspective for the 
horizontal and vertical cooperation between enterprises and derives recommendations for the 
management and organisation of partner relationships (Kagelmann, 2005). 
3.3.3 Conclusion 
The presented theories and approaches have different objectives and are based on different 
assumptions. Since they were not developed in connection with the sourcing phenomenon, it is 
not surprising that none of the theories can be used as a basis for the comprehensive explanation 
concept approach as a whole. The following were found to be applicable: The transaction-cost 
theory provides starting points, especially in explaining the degree to which outsourcing is 
appropriate and under what conditions. The resource-based theory primarily highlights 
approaches for explanation conditions, which affect the strategic decision of sourcing and the 
choice of partner. The network approach offers a starting point for answering the question of 
how sourcing relationships develop and which functions and tasks the organisation and their 
managers have. The theory provides evidence for partner selection and the operation of an 
outsourcing relationship. The following overview summarizes the key points of the treated 
theories and approaches depending on their positive and negative aspects (cp. Table 3.2 and 
Table 3.3 on the following pages). 
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Table 3.2: Outline and assessment of key points of the considered theories and approaches 
Theory Explanations for sourcing and relocation of activities and processes 
Neoclassicism Economics + Generally good ascertainment of costs for the services 
+ Good approach and abstract consideration of own value created under market conditions 
- No consideration of interdependent factors in order to make benchmarking transparent 
 
New Institutional Economics + Analysis of strategic behaviour by market structure of the industry, business analysis and strategy by company types 
- One-dimensional approach to market-specific circumstances 
- No consideration of environmental dynamics 
- Unilateral view of governance by industrial structure and consideration of different behaviours of heterogeneous sectors 
 
Property Rights Theory + Minimise externalities by substantial allocation of property rights to the stakeholders, contracting over property 
rights 
- Only consideration of internal coordination forms 
- Incentives over organisational boundaries are not observed 
- Partial embedding in the transaction-cost theory 
 
Principal-Agent Problem 
 
+ Implementation of the optimum contract for partnerships, consideration of monetary incentives and formal information 
systems 
- Not a defining criterion for the purchase of external services 
- No adequate consideration of control, information and incentive systems 
- Suppression of social structuring by individual utility maximisation between the client and contractor 
- Principal-agent relationship, which is characterized by mistrust, causes high agency costs 
 
Transaction Cost Theory + Systematic explanation of organisational boundaries and their changes 
+ Derivation of  other outsourcing forms 
+ Exchange processes between markets and hierarchies are not only rated in terms of the transaction and 
production costs, but are also based on variables such as the specificity, uncertainty and frequency 
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+ Basis for the decision between self-creation and external procurement 
+ Integration of other theoretical approaches 
- Unilateral efficiency analysis by cost and lack of operationalisation of transaction costs 
- Impaired behavioural assumptions and neglect of power and aspects of production and transaction costs 
- Lack of consideration of the efficiency of adaptive incentive systems and coordination mechanisms 
 
Resource-Dependence Approach 
 
+ Purchase and management of critical resources within the relationships 
+ Integration of the power aspect and formation of new dependencies by managing interdependence 
- Neglect of efficiency and focus on effectiveness as an external measure of success 
- Lack of operationalisation of the construct resource as a functional variable 
 
Resource-Based Theory 
 
+ Consideration of strategic management for use 
and the use of internal resources to explain 
competitive advantages 
+ Declaration of the application, the organisation and the success of action 
+ Integration of other theoretical approaches 
- Unilateral view of the company as a black box and only insufficient attention to the opportunities and risks of 
the environment 
- Lack of differentiation in the corporate hierarchy 
- Lack of operationalisation of the construct resource 
 
Network Theory + For development of partner relationships from transactions, neither the first nor high cost mutual trust required; 
relationships are considered to be an important resource in business and are the basis for extensive investments 
+ Strategic actions are determined through positions in the network; network position is an expression previously made 
choices and investment into the development 
+ Integration of other theoretical approaches 
- Relationships are understood as network relationships 
Source: In accordance to the references of this chapter (positive or negative aspects indicated by '+' and '-') 
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Table 3.3: Comparison of organisational economics theories 
 Agency Theory Property Rights 
Theory 
Transaction Cost 
Theory 
Resource 
Based View 
Network 
Theory 
Unit of 
Analysis 
Principal Agent 
Contract 
Institution Transaction Institution Transaction 
Focal 
Dimension 
Incentives Property Rights Various types of 
assets 
Alignment Property rights 
Focal Cost 
Concern 
Residual loss Externalities, Rent-
Seeking 
Maladaptation, 
Holdup problems 
Residual loss Externalities, 
Maladaptation 
Contractual 
Focus 
Ex ante 
incentive 
alignment, 
Monitoring 
mechanisms 
Ex ante property 
rights allocation 
and ex post 
distributional 
conflicts 
Choice of (ex post) 
governance 
mechanism 
Ex ante 
incentives, ex-
post 
distributional 
conflicts 
Choice of (ex 
post) 
governance 
mechanism 
Theoretical 
Orientation 
Constrained 
optimisation 
Comparative 
assessment 
Comparative 
assessment 
Constrained 
optimisation 
Comparative 
assessment 
Strategic 
Intent 
Shareholder 
view 
Stakeholder view Shareholder view Shareholder 
view 
Stakeholder 
view 
Sources of 
Market 
Frictions 
Information 
asymmetry, non-
observability, 
risk aversion (by 
agents) 
Externalities, 
unclearly defined 
and difficult to 
enforce property 
rights (weak 
appropriability), 
vested interests 
Bounded rationality, 
uncertainty, 
information 
asymmetry, 
opportunism, and 
asset specificity, 
frequency 
complementary 
capabilities, 
strategic 
relatedness, 
relational 
capability 
building 
mechanism 
and 
cooperative 
experience 
uncertainty, 
information 
asymmetry, 
opportunism, 
enforce 
property rights, 
complementary 
Advantages 
See. Table 3.2 on page 65 
Limitations 
Source: Kim and Mahoney (2005) 
Kim and Mahoney (2005:236) further conclude that conceptual imperfections can mainly be 
explained through property rights theory, while “transaction cost and agency theory take a more 
optimistic perspective”, which means that the latter are not suitable for explaining situations in 
which a scenario failed. They further state that “although agency theory differs from transaction 
costs theory (and from property rights theory) as it utilizes a 'complete contracting approach' that 
takes a constrained optimization perspective for finding the most efficient mix of governance 
mechanisms, both agency and transaction costs theories assume an equilibrium state for the 
chosen organizational outcome.” Additional critique according to the imperfectness of both 
theories is concluded as following: “To put it differently, within the constraints of various 
economic costs (i.e. agency costs and transaction costs), agency and transaction costs theories 
assume economic actors arrive at an efficient (equilibrium) outcome. Property rights theory 
sometimes leads to different predictions because this theory is more appreciative of vested 
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interests and (landowners' single play) prisoners' dilemma problems that perpetuate inefficient 
economic outcomes. Shared ownership is another instance where agency and transaction costs 
theories are not satisfactory. For example, joint ventures and alliances are mechanisms for shared 
ownership where appropriation of resources held in common by the participating firms is of 
much interest (e.g. learning races in strategic alliances). Agency theory does not view firms and 
markets as being different in a qualitative sense (thus Jensen and Meckling (1976, 1979) view the 
firm as a 'nexus of contracts'). And transaction costs theory views joint ventures as hybrids of 
market and hierarchy, characterized by 'intermediate' level of asset specificity (Williamson, 
1996).” 
3.4 Sourcing strategy and geographical allocation 
Derived from the theories described above, various sourcing approaches and application forms 
can be found in the managerial practice. A general distinction can be made between internal and 
external sourcing. Internal Sourcing is generally understood as captive such as sourcing shared 
services or centralisation in terms of lead departments and joint initiatives. External sourcing or 
outsourcing takes place in joint ventures, business process outsourcing or strategic partnerships 
(Dressler, 2004; Keuper and Oecking, 2006). Sourcing strategies, whether internal or external, 
have their pros and cons depending on several factors such as process properties and 
management capabilities. A more comprehensive overview of sourcing alternatives, their risks 
and benefits can be found in the appendences A: Overview of similar and other 
(internal/external) sourcing concepts on page 207. 
A further important aspect of sourcing is the geographical allocation. In recent years the term 
global sourcing has been introduced to describe where the work will physically be executed. 
There are three location variations: Onshore – work is carried out in the same country but at a 
different location, Nearshore – work is carried out on the same continent, not in the same 
country, and offshore – work is carried out anywhere in the world outside of the continent where 
the business is located (Dressler, 2007). Furthermore, Demirbag and Glaister (2010:1535), by 
citing Hahn (2009), argue that “uncertainty, and therefore risk is a natural starting point for 
offshoring location decisions”. Since literature approaches location assessment and selection 
from many different angles, Table 3.4 on the following page summarizes the main drivers and 
risks from a managerial perspective of the sourcing options. 
  
SOURCING OF MARKETING PROCESSES AND ITS DETERMINANTS  69 
Table 3.4: Benefits and risks of onshoring, nearshoring and offshoring 
Structure Benefits Risks 
Onshore  New Location for new operation 
reinforces behaviour change 
 Potentially allows staff to have a better 
standard of living 
 Improved cost structures 
 Improves service levels (from 8/5 to 
24/4) 
 Access to knowledge 
 
 Staff feel isolated from business 
 Staff unable to move back to 
business 
 Relocation can lead to unwanted 
staff chum 
Nearshore  Data stays within the continent (EU, etc.) 
 Cost reduction 
 Highly educated multi-lingual local 
workforce (e.g. Ireland, Spain, etc.) 
 Commutable distance for meetings 
 Improved cost structures 
 Improved service levels (from 8/5 to 
24/4) 
 Access to knowledge 
 
 Data Protection 
 Trade Unions 
Offshore  Cost reduction 
 Productivity improvement 
 Risk Diversification 
 Customer Service Improvement 
 Improved cost structures 
 Improved service levels (from 8/5 to 
24/4) 
 Access to knowledge (e.g. India  IT) 
 
 Trade Unions 
 Cost creep 
 Migration Risk 
 Compromised Security of data 
 Loss of intellectual property (with 
BPO) 
 Infrastructure issues 
 Cultural differences 
Source: The BuyIt Best Practice Centre (2005), Dressler (2004, 2007), Demirbag and Glaister (2010)) 
Literature describes the geographical decision as allocation (Contractor et al., 2010) or, in the 
broader context of management practices, as sourcing (Dressler, 2004) and location selection 
(Keuper, 2006; Tate et al., 2009). Location selection is a complex endeavour, because it is often 
not reversible and the initial investments are relatively high (Mudambi and Tallman, 2010). Each 
site selection factor takes on a different level of importance depending on company-specific 
business, operations and financial objectives and the nature and function of the proposed 
operation. Hermes (2006) explains that location selection and allocation is firstly a green-field 
versus brownfield consideration. Greenfield investment describes an action at a site or in a 
country in which the enterprise runs no operations. Such decisions lead to a complex setup for 
nearly all business functions and is usually not performed within a make-or-buy context (Murray, 
Kotabe and Westjohn, 2007; Contractor et al., 2010). Brownfield investment means that the 
enterprise already operates a subsidiary or a plant at the location.  
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In essence, literature considers sourcing and locating primarily related to process or task 
characteristics (Murray et. al. 2007; Mudambi and Venzin, 2010) and as not subject to controlling 
questions. Murray et al. (2007) argue that knowledge intensive processes possess four attributes 
which control a global sourcing strategy and market performance. He names variability, 
inseparability, tacitness, and innovativeness. The authors argue that lower variability sourcing will 
be performed in an offshored and outsourced manner, whereas high variability leads to onshored 
insourcing. Furthermore, the more inseparable a task is, the higher the probability that the 
sourcing will be onshored and insourced. Tacitness of the knowledge can be explained as 
knowledge that is implicit. Kogut and Zander (1993:636) tested knowledge and the speed of the 
transfer and imitation of organisational capabilities empirically and explained knowledge as “a 
scale along the dimensions of teachability, complexity, and codifiability”. Tacit knowledge is 
therefore more complex, highly-codified and less explicit. Such knowledge is preferred to be 
sourced onshore and in-house (Murray, Kotabe and Westjohn, 2007). Innovation and sourcing 
distance are considered to be reciprocal functions. In order to gain market performance for the 
knowledge-laden activity or process, the higher the level of innovation of the activity is, the 
higher the probability that the enterprise will chose an outsourcing strategy. Based on empirical 
research (cp. Figure 3.5) of the consultancy company Deloitte research, service complexity and 
geographical sourcing choice correlate directly. The higher the service complexity is, the higher 
the probability that the activity is sourced close to the purchasing partner. This correlation is also 
described in academic literature (Tate and Ellram, 2009; Dresser 2004, Keuper and Oecking, 
2009). Location attractiveness and potential sourcing locations are discussed widely in literature. 
Many of the proposed conceptual models deal with the same variables (Graf and Mudambi, 
2005), which can be explained through foreign direct investment theory (FDI) or have their roots 
in production and manufacturing. Furthermore, this research follows Dunning’s eclectic (OLI) 
paradigm (1980), which posits “that multinational activities are driven by ownership (O), location 
(L) and internationalization (I) advantages” (Graf and Mudambi, 2005). By referring to 
Richardson and Marshall (1999) they explain that eight main categories influence the location 
assessment process of enterprises: “IT infrastructure cost of management and infrastructure, size 
of labour market and availability, cost of labour, government financial incentives, attractiveness 
of environment, low occupancy costs and access to good transportation”. The literature review 
did not provide a clear picture of how location assessment correlates with the sourcing of 
processes. The current literature also fails to cover how to deal with country-specific differences. 
For example, the Czech Republic, a well-used nearshore location of German production and 
service companies, has to be considered and evaluated on a regional level and not only on a 
country level (Dressler, 2007). Comparing the selection models of the most well-known 
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consultancies MGI, EDS, Gartner, A.T. Kearney, and neoIT, they show that the measurements 
are similar and that they correspond with Dunning's proposed categories of location selection. 
When the yearly generated country rankings for BPO are compared however, it can be concluded 
that the results are not consistent (Dressler, 2007). The most developed framework in practice 
seems to be provided by A.T. Kearney, as it is a comprehensive set of variables and moderators 
(cp. Table 3.5).  
 
 
 
It is based on the three super categories of cost, environment and people. Each of these 
categories possesses a standard set of country specific attributes. This model works in close 
alignment with Dunning’s eclectic (OLI) paradigm. Dunning (2000) argues that 
internationalisation of MNE’s activities and processes can be determined by the three sets of 
variables ‒ those being ownership specific advantages (O), location specific advantages (L) and 
internationalisation specific advantages (I) (Demirbag and Glaister, 2010). Depending on the 
scope (e.g. quality vs. quantity, or in Dunning’s words: asset advantage vs. transaction-cost 
minimisation advantage), each category can be weighted. A cost-driven approach, for example, 
would lead to the cost category “cost of labour” being weighted quite heavily, whereas a 
qualitative approach would lead to a higher emphasis being placed on the “people” category. The 
metrics are usually a scale from one to ten ‒ the higher the scale, the better the characteristic of 
the category. A “cost of labour” rated ten therefore indicates that the labour costs are very low. 
  
Onshore Nearshore Offshore 
Sourcing 
Service 
Complexity 
High 
Medium 
Low 
Figure 3.5: Correlation between service complexity and sourcing choice 
Source: In accordance to Deloitte Research (2005), Offshoring to Central Europe, India and beyond 
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Table 3.5: Location assessment criteria 
Category 
(% of Total) 
Possible Variables Possible Metrics  
Cost 
(20-30 %) 
 Cost of labour 
 Cost of management and 
infrastructure 
 Tax and treasury impact 
 Blended client wage costs, minimum wages 
 Average air, expatriate management salary and 
expenses, and occupancy/electricity costs 
 Corporate tax rates, profit realisation/exchange 
rates 
 Corruption Index 
 
Environment 
(35-40%) 
 Political and economic Stability 
 Country infrastructure 
 Cultural compatibility 
 Geographic proximity 
 Security of IP 
 Political/economic risk, government support 
 Relative strength of infrastructure and investments 
 Compatibility compared to other AP Countries 
 Relative distance  from other AP's countries 
 Relative security of intellectual property 
 
People 
(35-50%) 
 
 Process experience, expertise 
 Size of labour Market vs. 
Availability 
 Education level of workforce 
 Language Skills 
 Employee retention 
 
 MM SEI quality ratings, offshore market share 
 Available total labour market 
 Expected per capital education level 
 Percent of fluency in English (overall and selected 
companies), country literacy rates 
 A.T. Kearney FDI confidence index 
 
Source: A.T. Kearney (2003), and in accordance to Dunning (2000) 
The weighting can be considered a moderating factor that represents the scope and objective and 
its preconditions from a business perspective. Moderators can be divided into the subsets 
“situation-specific factors” and “enterprise-specific factors” (Graf and Mudambi, 2005). Firm-
specific factors represent the enterprise's objectives (Anand and Delois, 1995, Dressler 2004). 
While the sourcing of transactional and simple activities is mainly driven through cost reduction 
and the improvement of cycle times (Kagelmann, 2001), complex activities and process are 
subjected to process quality improvement and activity enlargement. According to the firm-
specific objectives, the variables or its measurements can be weighted more strongly or weakly. A 
cost-driven approach may emphasise and weigh the cost category subset with fifty percent or 
even higher, whereas, for quality driven approaches, the “people” and “environmental” subsets 
will be weighted more heavily in contrast to the “cost” subset. The example given in Table 3.5 
represents the standard setting for a balanced cost vs. quality approach. Furthermore, literature 
describes additional firm-specific factors as being the experience level (Graf and Mudambi, 2005) 
or BPO experience (Kagelmann 2001; Keuper, 2007; Dressler, 2007). Tate et al. (2009) showed 
that the higher the outsourcing experience, the higher the probability that the enterprise will 
declare a process as a candidate for outsourcing; and that the higher the level of 
internationalisation of the organisation, the higher the probability that the activities will be 
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sourced offshore. Sourcing is therefore not only a result of process or task characteristics but also 
of management experience. Cooperative experiences therefore foster the length and scope of the 
outsourced activity or process (Holocom and Hitt, 2007). 
Furthermore, Demirag and Glaister (2010) researched a dataset of 1,722 research and 
development outsourcing projects and found strong support for five sourcing decision options of 
MNE’s. Firstly, the higher local or internal spending is, the higher the possibility that a project 
will be relocated to a region with lower wages. Secondly, MNEs consider the level of 
infrastructure in terms of knowledge and education to be an important decision factor. The 
formal description of the knowledge level is the so-called Country Knowledge Index which is 
established and published in most of countries today. Thirdly, the researcher found strong 
support that expert pool size is a main selection criterion. Fourthly and fifthly, country risk and 
project or process specific expertise are both further drivers in sourcing decisions.  
Following Graf and Mudambi (2005), situation-specific factors circumscribe the dedicated 
occurrence of the outsourcing subject which cannot be generalized beyond the enterprises' 
borders. Such “nature of the business process” (Graf and Mudambi, 2005:263) or process 
readiness (Vahs, 2005) aims to reflect strategic importance of the process or activity, 
standardisation and harmonisation (Hermes, 2005), asset specificity (Williamson, 1975), and 
visibility to customers (Graf and Mudambi, 2005:263). Furthermore, “customer expectations” 
may influence the attractiveness of a potential sourcing location if the process is visible to the 
customer, if interpersonal interaction is high or customer convenience is culturally and 
contextually laden; e.g. a help desk with insufficient operators in terms of language skills may lead 
to customer dissatisfaction (Tate, Ellram and Brown, 2009).  
3.5 Opportunities and risks of process reallocation 
The reviewed literature describes opportunities and risks in four categories: financial, process, 
employee and customer (Kaplan/Norton, 1997). Even though literature does not always use the 
same terms, a modern view on risk in management practice is driven by a balanced score card 
and represents best practice (Dressler, 2007; Keuper and Oecking, 2007; Bierly, Damanpour and 
Fariborz, 2009; Contractor et al.; 2010).  
Cost reduction and cost avoidance are the main financial targets (Kagelmann, 2001, Mudambi 
and Tallman, 2010, Contractor et al., 2010). Empirical research has shown that an outsourcing 
activity may lead to financial improvements of 20-40 percent (McWilliams, B.S. 1996; UNISYS, 
1998b; The Economist Intelligence Unit, 1998). The main enablers and drivers are scale effects 
achieved through bundling and relocation of resources and higher cost consciousness. Scale 
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effects are reached by means of standardized processes for supplied services to the business 
units. Scale returns are ascribed to learning curve effects and fixed-cost digressions (Henderson, 
B.D, 1984). Furthermore, cost savings and reduction are realized through the reduction of 
location and labour costs, and thus combine hardware and software costs as well as costs for 
training, maintenance, and migration. Consequently, the bundling of activities implies a reduction 
of employees. In addition to these factors, higher cost consciousness leads to higher transparency 
and possibly supports a reasonable economic usage of existing resources (Kagelmann, 2001). 
Improved financial risk management can be realized if the outsourcing activity approach leads to 
standardized processes within corporate reporting. This is mainly driven by the usage of new 
information and communication technology, which reduces error rates through automation. 
Faster processing also provides a better risk management opportunity (Wißkirchen and Mertens, 
1999). 
Main financial risks include an increased cost through the absence of cost savings, cost 
reductions and cost avoidance as well as the additional implementation costs resulting from 
unexpected requirements, unexpected transaction costs through underestimated shadow costs, 
unforeseeable service costs, additional demand of resources or the debasement of risk 
management through fluctuation or inefficient IT systems (Kagelmann, 2001; Dressler, 2004; 
Pfitzmayer, 2005; Keuper, 2006).  
With consolidation and spin-off of processes, an outsourced task or process relieves the 
operational business unit and the middle and top management levels from support and operating 
tasks. This refocuses concentration on core competencies (Contractor et al., 2010). Employees 
can focus more on their core assignments and improve their contribution to the increase of the 
value chain within core competencies. Enhancing output quality may benefit from an increase as 
well because of the standardisation and consolidation which develops through the 
implementation. Reorganisation is mandatory, and the relocated processes are usually of 
improved quality. Another side effect of the enhanced output quality is reduced cycle times. 
Services are provided faster. This, in turn, means that the corporate availability and flexibility 
increase automatically; e.g. cash discounts, reporting, revision, acquisition of further corporate 
results through the faster integration of the new business (Kagelmann, 2001; Thome, 2008).  
By enhancing assignments or responsibility, the motivation of employees can also be increased. 
Bundling will also lead to improved knowledge management, as the know-how bearers are put 
together and not divided up across the entire enterprise. Knowledge management also benefits 
from improved documentation standards and service levels. Those factors improve the value 
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chain of the operating unit or division, from which the company will benefit as well (Bühner, 
1996; Kagelmann, 2001). 
The literature emphasizes primarily two opportunities: increasing service attitude and creating a 
new level of customer-supplier relationship ‒ a business partnership (Thommen and Achleitner, 
2003).  The former has the target to improve customer satisfaction through service orientation, 
the latter may create an improved partnership based on negotiated contracts, so-called service 
level agreements (Wißkirchen and Mertens, 1999) in terms of cycle and reaction times, service 
quality and service costs (e.g. per incident or unit). 
In addition to these four categories based on Kaplan/Norton, the reviewed literature also 
discusses the pluralities of process outsourcing objectives. Firstly, Contractor et al. (2010) 
demonstrates that the outsourcing of activities is done with the intention of accessing specific 
knowledge which is not available in the enterprise or if the market proposes a higher impact on 
the production or product value through external fulfilment. Furthermore, complex and 
sophisticated purchases may be not only less costly from specific locations, but they may only be 
available in a specific market to which the enterprise does not have access (Bierly et al., 2009). 
Secondly, a company may choose outsourcing as a strategic approach in order to exploit its 
operations in new markets by starting to perform single or specific activities in the foreign 
market, which is a green-land investment at this point in time. In this case the company will build 
up knowledge and develop a comprehensive view of the new market (Contractor et al., 2009; by 
citing Dunning, 2008). Arguing from a make-or-buy perspective, such actions may be considered 
as foreign direct investment (FDI). 
Such operations challenge the enterprise since the approach or outsource decision may not be 
immediately reversible and forces the enterprise into inflexibility and legal risks such as 
unexpected compensation through changes in trade union contracts or increased conflicts with 
business and fiscal law, which may lead to a need to relocate cash flows or general accounting 
practices abroad. 
3.6 Conclusion 
Focusing on the search queries concerning outsourcing and marketing sourcing, it is evidential 
that research activities increased in all three subjects. Also, descriptive statistical figures provided 
from the consulting industry showed an increasing importance of sourcing of high value activities 
and processes and therefore marks a paradigm shift. Questioning core activities and slicing core 
processes is no longer a taboo. Despite such significant relevance in managerial practice, it is 
observable that empirical evidence is rather exceptional and scholarly work seems to produce 
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more questions than provide answers or reliable models. It seems to be that there is not a unique 
general model, since the differences between enterprises and industries are too complex in order 
to model marketing governance in a generic manner. Nonetheless, good research in sourcing 
theory usually starts with the main theories of Williamson (1975) “Markets and Hierarchies”, the 
resource-based view approach mainly introduced by Pfeffer and Salancik (1978) and the 
principal-agent theory (Jensen and Meckling, 1976). Together with Ronald Harry Coase, these 
scholars are accepted as the originators of the so called “New Institutional Economics (NIE)”, 
which adds social and organisational aspects to economic behaviour and decision making. 
Matiaske and Mellewigt (2002:654) claim that theoretically underpinned research on the 
outsourcing of business processes is “theoretical no man's land”. Similar expressions are found in 
the justification of empirical research in order to demonstrate significance (Kagelmann, 2001; 
Hollekamp, 2005; Keuper, 2005), whereas Contractor et al. (2010) encourage micro-level 
considerations in order to provide a better understanding of drivers and measurements for 
outsourcing. Supposing that industry tends to develop best practices, which become industry 
standards after a while (Staud, 2001), it is astonishing that marketing outsourcing research does 
not provide empirical evidence within particular industries (e.g. automotive, banking, 
transportation, etc.) instead of selecting a few samples from each industry and claiming that such 
sampling represents the population. Another remarkable conclusion is the fact that there was no 
research found that contrasts make-or-buy according to company size.  
Furthermore, it is noticeable that the latest research in marketing sourcing is less concerned with 
the basic theories since propositions and hypotheses often miss a clear underpinning and 
relationship to already tested variables. Also, organisational questions in terms of enterprise 
structure, size or governance mode are seldom or never taken into consideration. Except for 
Kantzperger (2007), who provided an introductory viewpoint to marketing processes, clear 
definitions were not found during the literature research and therefore need to be developed 
from the corpus of business and organisational economics. Marketing or marketing services are 
predetermined as complex or sales activities that aim to serve the market. Amazingly, there is no 
application – neither managerial nor academic – of best practices from theory or from managerial 
business process management. Economical decision support and performance measurement is - 
if at all - touched by but not grounded in the fundamentals of economics. Risk assessment and 
sourcing strategies are, for all intents and purposes, not considered at all. In summary, marketing 
process governance in academia is treated pitifully. Most of the existing work may compile 
interesting insights or specific enhancing of the corpus of literature on sourcing, but the 
applicability is doubtful.  
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4 RESEARCH MODEL 
Whereas research questions one to four can be answered through a literature review, question 
five needs a higher degree of investigation (cp. Section1.2 and section 5.2). Coming back to the 
question of which relevant variables exist for selecting a sourcing strategy for marketing 
processes from a new institutional economic perspective and how these variables correlate with 
one another, the following model is proposed for investigating how sourcing choices can be 
conceptualized. As argued in chapter 3, section 3.3.3, the most fundamental theories for 
economical decision support and performance measurement in new institutional economics, in 
terms of sourcing, are the transaction-cost theory and the resource-based theory. Both theories 
mutually compensate each other's weaknesses and thus provide comprehensive descriptions and 
variables for sourcing decisions. The transaction-cost theory provides starting points, especially in 
explaining the degree to which condition sourcing is appropriate, while the resources-based 
theory primarily emphasises approaches for explanation conditions which affect both the 
strategic decision making process for sourcing and the choice of partners. The main 
differentiating factor between the transaction-cost model and the resource-based model and 
other new institutional models is the fact that theories like property rights, principal agent, 
resource dependency and network theory mainly emphasise the explanation of relationships that 
are already set up and in operation (cp. section 3.3.2). Since performance measurement of 
sourcing relations is not included in the scope of this research, these theories are not covered in 
the following conceptual considerations. 
Governance choice as the outcome of various factors related to transaction-cost theory and 
resource-based theory can be illustrated as graph of correlations between the theories’ variables 
(Mudambi and Tallmann, 2010:1440; cp. Figure 4.1 on the following page). They showed that 
“resource-based theory emphasises the value of leveraging scarce firm-specific resources through 
business relationships”. They go on to argue that sourcing in accordance with a resource-based 
model involves the capabilities of an enterprise, while these capabilities are company-specific 
resources and mark corporate specificity (Penrose, 1959; Harrison et al., 1991). Chapter 3, section 
3.3.2.4.2 establishes a resource-based model as the strategic framework for enterprises and as its 
means for achieving a competitive advantage through creating and maintaining capabilities that 
are unique and not easy to reproduce. The competitive advantages and the declaration of the 
application (in this context “sourcing”) from the perspective of a resource-based model through 
enhanced value-chain performance and through exchange partnerships are additional indicators 
for the strategic validity of the resource-based approach (Penrose, 1959;  Harrison et al., 1991; 
Rothaermel, 2001; Teece, 2006; Richardson, 2004). Following academic literature that is 
concerned with resource-based theory, such intention is conceptualized by the term 
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“complementary capabilities”. Johnson (1975), Prahalad and Bettis (2000) and Tsai (2000) also 
refer to the strategic aspect of resource-based theory by showing that strategic relatedness can be 
translated and operationalised into capability sharing in a practical sense. The authors argue that 
the strategic relatedness between the sourcing partners interacts with the probability of 
governance choice. Coming back to capability building or the ability to integrate, build and 
reconfigure resources (Dyer and Singh, 1998; Makadok, 2001; Teece et al. 2011), research in the 
field of resource-based theory revealed that a relational capability-building mechanism interacts 
with the outcome of governance choice (Kogut and Zander, 1993; Grant 1996; Galunic and 
Rodan, 1998) and can thus be considered strategic. For this reason, governance is considered to 
be a strategic task (Anesini, 1992). Last but not least, the so-called learning organisation also 
marks a strategic approach to organisational understanding through resource-based theory in a 
way that the mechanism of reducing information asymmetries, uncertainty and opportunistic 
behaviour can be fostered through the creation of knowledge (Mudambi and Tallman, 2010) and, 
consequently, the addition of corporate experience (Das and Teng, 1998; Luo, 2002; Holcomb 
and Hitt, 2007).  
Figure 4.1: Sourcing based on correlations between process- and strategic-specific factors 
 
Source: Author in accordance to Mudambi and Tallmann (2010) 
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As argued above, company-specific resources can be considered a strategic asset that interacts 
with governance choice and sourcing. Theory indicates that the level of strategic specificity 
corresponds with governance choice. A high level of strategic specificity and therefore distinctive 
capability-building skills enhanced strategic relatedness and strong complementary capabilities 
with a partner as well as an experienced organisation in terms of sourcing all increase the 
probability of governance models towards contractual and market governance, whereas low 
strategic specificity to the partner promotes institutional and hierarchical governance. 
Since sourcing and governance decisions are not only resource-based, the sourcing object – the 
process itself – has to be taken into account in order to estimate the cost of the transaction of an 
asset. Though process fosters value-adding, target-orientation and customer-orientation 
(Kagelmann, 2001; Dressler, 2004) and could therefore to be considered strategically as well as 
resource-based, approaching the concept of process from a transactional perspective is 
appropriate as well. But, since resource-based theory ignores cost-related aspects, another theory 
needs to be applied in order to understand how sourcing and governance correlate. As argued in 
chapter 3, section 3.3.2.2, transaction-cost theory provides sufficient explanations in order to 
understand sourcing and its governance choice in the planning and operations phase. 
Furthermore, the transaction-cost theory is not concerned with the exchange of goods or services 
itself but rather with the assignment and transaction of property rights either within the 
institutional environment or behind its organisational boundaries (Schreyögg, 1998; Geyskens et 
al., 2006). Tietzel (1981) adds that transaction costs are all costs that arise from the provision, 
transfer and enforcement of property rights. Since this thesis is asking how marketing processes 
are sourced and which governance choice is suitable, a process is consequently considered to be a 
transaction. As the latest research has shown, transaction-cost theory provides robust and reliable 
presumptions in terms of governance choice (cp. section 3.2). Presumptions are deducted from 
asset specificity, uncertainty and frequency. The literature review revealed that specificity ‒ and 
therefore complexity – correlates with transaction costs proportionally in the sense that the more 
complex and specific an asset is, the higher the transaction and transformation costs will be 
(Picot et al.; 1998). Since an asset represents an activity, task or process (Nagengast, 1997; 
Kagelmann, 2001, Geyskens et al., 2006), it can be assumed that this statement must be valid for 
marketing processes as well. Following this argumentation, a marketing process with higher 
complexity is probably directed towards alliances and institutional governance. If a transaction in 
its second best option is worthless, complete asset specificity is given (Kagelmann, 2001). 
Consequently, the more specific the exchanged services are, the higher the transaction costs will 
be. Kagelmann (2001) further argues that strategic importance is closely connected with asset 
specificity since strategically important activities and efforts are also company-specific services. In 
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terms of business processes, and, therefore, also in terms of marketing processes, criticality 
correlates with strategic importance and thus with asset specificity as well. As shown in the 
literature review, the criticality of an event suggests decision-making towards institutional and 
hierarchical governance. A further vulnerability to transaction costs is uncertainty. Event 
outcomes that cannot be foreseen are uncertain and demand higher risk management and other 
arrangements in order to take appropriate measures to counteract the risk. In transaction-cost 
theory such uncertainties can be the result of either environmental circumstances or technological 
pitfalls or behavioural imponderables (Williamson, 1990; Picot, 1991; Geyskens et al., 2006). In 
the context of sourcing, uncertainty results either from technology, behaviour of the contracting 
parties or environmental circumstances (Dunning, 2000). Here, academic literature and business 
practices correspond entirely and support consultancy frameworks (cp. Chapter 3, Section 3.4) as 
also being robust and applicable in accordance with sourcing projects in managerial practice. In 
summary, process-specific aspects from transaction-cost theory correlate with governance choice 
in the sense that governance choice can be illustrated as a correlation of process-specific factors 
and strategic-specific factors. The theories suggest that process specificity and strategic specificity 
control governance choice in both ways. This means that high process specificity and low 
strategic specificity in terms of a potential partnership increase the tendency towards institutional 
or hierarchal governance, whereas low process specificity and high relatedness to the sourcing 
partner increases the tendency towards contractual or market hierarchy. 
The following sections describe how the variables of transaction-cost economics and resource-
based theory conceptualise sourcing and governance choice respectively as well as which 
descriptive categories will be taken into account. Variables from transaction-cost economics are 
considered to be process-specific, while strategic-specific factors are in accordance with resource-
based theory. 
4.1 Process-specific Factors (PSF) 
As argued above, process specific factors describe sourcing decisions from a transactional 
perspective. In operationalise process specificity, the following variables were deducted from 
theory and explained: asset specificity, technological uncertainty, and cultural dependencies. 
Consequently, the following hypothesis is proposed for the discussion of process specificity and 
its correlations with sourcing options for marketing processes (cp. Figure 4.2 on the following 
page).  
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Figure 4.2: Conceptual model for process specific factors  
 
Source: Author 
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Behavioural and environmental assumptions in transaction-cost theory are expressed through 
uncertainty and thus have to be examined and assessed in accordance with their suitability for the 
decision-making process. Technological uncertainty therefore addresses technological and 
system-specific characteristics of a process. When viewed from a practical perspective this means 
that a marketing processes, which is highly supported and driven by complex systems like 
software or other innovative machinery that themselves are not part of the core business of the 
enterprise, will have a high probability of having the sourcing potential directed towards 
contractual and market governance in order to reduce risk and lack of control of the uncertainty 
(Williamson, 1975, 1984, 1990, 1996; Nagengast, 1997; Kagelmann, 2001, Geyskens et al., 2006). 
In other words, technological- and system driven processes have a negatively directed impact on 
the level of process specificity. Some typical examples of this are customer relationship and 
supply chain management operations which can be complex and extremely IT-driven and, in 
such cases, implemented as a platform-as-a-service or an outsource service (Uebel, 2004; Werner, 
2013). Technological uncertainty and further transaction frequency can also be approached from 
a standardisation perspective. The main effect of transaction frequency is related to economies of 
scale, because it is assumed that with increasing frequency, learning, scale and synergy effects 
result and therefore lead to a lower transaction-cost per transaction (Staud, 2001, Gadatsch, 
2002). Just as with standardisation, transaction frequency fosters the appearance of transactions 
as being operational, minimally-complex and transactional (Gadatsch, 2002; Pfitzmeyer, 2005) 
and as having a negatively directed impact on the level of process specificity. Such characteristics 
are typical for a direction to market governance. Therefore, the higher process standardisation is, 
the higher the probability that the sourcing potential is directed towards contractual and market 
governance (Williamson, 1975; Nagengast, 1997; Kagelmann, 2001; Geyskens et al., 2006). 
 
HA
LPS-b: The higher the technological uncertainty, the higher the probability that the 
sourcing potential is directed towards contractual and market governance 
H0
LPS-b: Technological uncertainty has no impact on governance choice for marketing 
processes 
 
In accordance with transaction partners, Williamson (1990) states that the behaviour of the 
involved parties will be influenced by three basic aspects: bounded rationality, opportunism, and 
risk neutrality. The behavioural assumption of bounded rationality is based on the fact that 
humans act “intendedly rational, but only limited” (Williamson, 1996:36 by citing Simon, 1957: 
xxiv), since the stakeholders have limited capabilities in terms of information retrieval and 
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processing (Kagelmann, 2001). As a consequence, the second assumption leads to opportunism, 
which means that all transaction participants - wherever possible - pursue their own interests, 
even beyond moral boundaries (Schreyögg, 1998), which, in turn,  based on this assumption, 
results in additional transaction costs, as the transaction partners are making efforts to guard 
against any breaches on the part of the other party and must include secure renegotiation and 
conflict management measures in order to ensure risk neutrality. Behavioural issues are basically 
better addressed through the Principal-Agent theory, which provides models for uncertainties 
during operations (cp. Chapter 3, Section 3.3.2.3). For the sourcing selection process, behavioural 
uncertainty needs to be considered in connection with the geographical allocation aspect. Murray 
et al. (2009) and Mudambi and Tallmann (2010) argue that behavioural uncertainty within make-
or-buy decisions emerges mainly due to cultural differences between the principal and the 
potential agent. Such environmental factors are also addressed and enhanced by Dunning (2000). 
Cultural and environmental factors are represented by political and economic stability and, 
therefore, governmental support, cultural compatibility and the relative distance to the agent, and 
the security of the intellectual property. Therefore, the higher such dependencies to the 
performance and to the success of the business action are, the higher the probability that the 
sourcing potential is directed towards alliances and institutional governance (Williamson, 1990, 
1996; Nagengast, 1997; Kagelmann, 2001; Hollekamp, 2008; Murray et al. 2009). Typically 
processes with higher cultural dependencies are sourced to institutional scenarios like shared 
services, joint ventures, regionally managed departments or in case of a stronger direction to 
contractual options, to alliances, joint ventures and strategic partnerships (Mudambi and 
Tallmann, 2010; Dressler, 2004/2007). In summary, cultural dependencies have a positively 
directed impact on the level of process specificity. 
 
HA
LPS-c: The lower the cultural dependencies, the higher the probability that the sourcing 
potential is directed towards contractual and market governance 
H0
LPS-c: Cultural dependencies have no impact on governance choice for marketing 
processes 
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4.2 Strategic-specific factors (SSF) 
As argued above, strategic-specific factors explain sourcing decisions from a resource-based 
perspective. In order to test contractual and market governance of marketing processes, the 
variables’ complementary capabilities, strategic relatedness, relational capability-building 
mechanism, and cooperative experience were deducted from theory and explained. Consequently, 
the following hypotheses are proposed for the discussion of strategic specificity and its 
correlations with sourcing and governance choice for marketing processes (cp. Figure 4.3). 
Figure 4.3: Conceptual model for strategic specific factors 
 
Source: Author 
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Cooperative Experience 
H
SSF-c 
[+] 
H
SSF-b 
[+] 
H
SSF-a 
[+] 
H
SSF-d 
[+] 
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HA
LSS-a: Complementary capabilities between the sourcing partners influence the 
probability that the sourcing potential is directed towards contractual and market 
governance 
H0
LSS-a: Complementary capabilities have no impact on governance choice for marketing 
processes 
 
Strategic relatedness and capability sharing are assumed to be relevant for marketing process 
reallocation, since strategic alignment of a potential partner is related to the strategic positioning 
of a potential exchange partnership (Johnson, 1975; Prahalad and Bettis; 2000, Tsai, 2000). 
Therefore, it is assumed that higher strategic relatedness between the sourcing partners facilitates 
sourcing towards contractual and market governance. Typical examples of strategic relatedness 
can be found among market leaders in traditional and BPO industries, for example. The 
traditional large-scale industries are generally serviced by the large-scale outsourcers. This is not 
only because of complementary capabilities, but also because of congruent strategic approaches 
like focusing on global markets, market leadership, market shares, etc. (Dressler 2004). 
 
HA
LSS-b: Sourcing towards contractual and market governance is built on strategic 
relatedness between sourcing partner 
H0
LSS-b: Strategic relatedness has no impact on governance choice for marketing processes 
 
A relational capability-building mechanism describes the ability to integrate, build and reconfigure 
resources (Dyer and Singh, 1998; Makadok, 2001; Teece et al. 2011). In practical terms, this 
means that process re-engineering, process optimisation and process standardisation are all part 
of organisational planning and building procedures within an enterprise (Kogut and Zander, 
1993; Grant 1996; Galunic and Rodan, 1998) and therefore facilitate process reallocation and 
sourcing. This suggests that an enterprise’s sourcing activities correlate with its own ability to 
reconfigure and restructure. The more processes are optimized, reengineered and standardized –
meaning the higher the relational capability building mechanism of the enterprise is − the higher 
the probability that the sourcing potential is directed towards contractual and market governance. 
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HA
LSS-c: The relational capability building mechanism of the enterprise facilitates sourcing 
towards contractual and market governance 
H0
LSS-c: The relational capability-building mechanism has no impact on governance choice 
for marketing processes 
 
Cooperative experience addresses information asymmetries, uncertainty and opportunistic 
behaviour. Theory argues here that asymmetries can be reduced through sourcing experience 
(Das and Teng, 1998; Luo, 2002; Holcomb and Hitt, 2007). This basically suggests that the higher 
cooperative experience is, the higher the probability that the sourcing potential is directed 
towards contractual and market governance. Learning and increasing sourcing experience thus 
foster outsourcing and external contracting activities. 
 
HA
LSS-d: The cooperative experience of the enterprise facilitates sourcing towards 
contractual and market governance 
H0
LSS-d: Cooperative experience of the enterprise has no impact on governance choice for 
marketing processes 
 
4.3 Categories 
The effect of moderation can be described as the interaction effect of one (moderating) variable 
on two other variables. Moderators are typically age, gender, origin etc. (Field, 2013). In terms of 
organisational research, moderators can be found, for example, in yearly statistics of consultancy 
services or governmental reports. In this research, four possible moderators that affect the 
sourcing behaviour of an enterprise are detected: job description, enterprise size, revenues, 
industry, and corporate governance model of the group. 
Job description has to be taken into consideration, since the definition and recognition of 
marketing activities and processes may vary from the organisational executive level. A department 
manager may consider a process map differently than a senior executive or chef executive officer. 
In order to avoid bias during data collection within an organisation, the organisational 
employment level of the sample needs to be taken into account (Bryman and Bell, 2003; 
Buchanan and Bryman, 2009). Typical organisational executive levels are deducted from Vahs 
(2005) and are listed in appendices F. Codebook on page 246. 
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In some cases the lack of capabilities may force an enterprise to source its activities to the market, 
since the enterprise is not large enough to build up its own knowledge or capacities. In this case 
the enterprise size may correlate with the prediction and the outcome of this research. In order to 
avoid bias through company size it is worth requesting the quantity of employees at the 
beginning of the questionnaire. In this study, categories are deducted from the North American 
Census Agency in terms of size. Each category has a unique employment-size symbol – capital 
letters from A to M – and a corresponding employment-size range – for example, less than 20 for 
symbol A and 100.000 and more for symbol M. Since this research does not take SMEs into 
account, everything smaller than symbol G, which represents an employment-size range of 1,000 
to 2,499, is excluded. 
Industry as an important categorical differentiator can be found in much academic research – 
generally and also specifically in the make-or-buy literature. The list of industries is gathered from 
two resources. One is the so-called NAICS (North American Industry Classification System) and 
the other one is the GICS (Global Industry Classification Standard). Higher education is not 
included, since this research is supposed to be within MNEs and not in all industries in general 
(e.g. MNE educational service, etc.). 
The corporate governance model of a group is added for the sake of interest. Since three models 
for corporate headquarters governance dominate (cp. Chapter 2, Section 2.1.1.3), it is worth 
collecting this kind of information and evaluate whether there is an impact on the outcome. 
4.4 Summary 
The proposed conceptual model suggests how transaction-cost economics and resource-based 
theory interplay and which variables are relevant for marketing-process sourcing. With regards to 
potential sourcing partners, both process specificity and strategic-relevant aspects can be 
described as the sum of various aspects which were deducted from theory and conceptualized in 
accordance with current sourcing approaches in managerial practice. The described model uses 
transaction-cost theory to synthesise practice-oriented process characteristics and aims to express 
governance choice as a function which is derived from process complexity, business criticality, 
technical and system-related drivers, standardisation of the transaction and cultural dependencies 
of the transaction. These variables were deducted from valid and tested variables of transaction-
cost theory, namely asset specificity, uncertainty and frequency. Furthermore, resource-based 
theory is used to include non-transactional variables that influence decision making and thus 
governance choice along the question of strategic partnership and contracting. These strategic 
drivers are mainly concerned with the capabilities of the enterprise towards the organisation itself 
RESEARCH MODEL  88 
and the possible partnership as well. Competition advantage in terms of enhanced value chains 
and performance through exchange partnerships is expressed as a set of complementary 
capabilities which were synthesized in a theoretic manner for the purpose for explaining how 
potential partners actually fit together. Furthermore, capability sharing or, in other words, 
strategic relatedness was deducted as variable in order to describe the strategic alignment between 
potential partners in terms of strategic positioning. The conceptual model also proposes a 
relational capability-building mechanism as the ability of an enterprise to integrate, build and 
reconfigure its resources, which means, in an operational sense, the application of process 
reengineering, process optimisation and process standardisation. Last but not least, the model 
expresses information asymmetries, uncertainty and opportunistic behaviour through cooperative 
experience, which means that the learning organisation potentially applies contractual and market 
hierarchy rather than unexperienced enterprises. 
In addition, four categories were proposed for the reduction of any possible bias and the 
prevention of false outcomes, but in the process also gain further knowledge from categorical 
data (cp. section 4.3). Categories are namely job descriptions, enterprise size, industry and the 
corporate governance model of the enterprises’ headquarters. 
Table 4.1 on the following page provides an overview of the variables used to determine 
governance choice in marketing-process sourcing as a function of process and strategic 
specificity. 
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Table 4.1: Summary of variables and hypotheses 
Variable Theoretical Foundation Hypotheses  
Asset Specificity Transaction Cost Economics, Asset Specificity 
(Williamson, 1975/1984/  1990/1996; Nagengast, 
1997; Kagelmann, 2001; Geyskens et al., 2006; 
Hollekamp, 2008; Murray et al. 2009, Penrose, 1959; 
Selznick, 1957; Barney, 1991; Barney et al., 2001; 
Wernerfelt, 1984; Grant, 1991; Hall 1992; Rasche and 
Wolfrum, 1993; Peteraf, l993) 
HAPSF-a: The higher the asset specificity of a marketing process, the higher the probability that the sourcing potential is directed against 
market governance 
H0PSF-a: The asset specificity of a process has no impact on governance choice for marketing processes 
Technological Uncertainty Transaction Cost Economics, Technological 
Uncertainty (Williamson, 1975,1984,1990,1996; 
Nagengast, 1997; Kagelmann, 2001, Geyskens et 
al., 2006) 
HAPSF-b: The higher the technological uncertainty, the higher the probability that the sourcing potential is directed towards 
contractual and market governance 
H0PSF-b: Technological uncertainty has no impact on governance choice for marketing processes 
Cultural Dependencies Transaction Cost Economics, Behavioural Uncertainty 
(Williamson, 1975/1984/1990/1996; Nagengast, 
1997; Kagelmann, 2001; Hollekamp, 2008; Murray et 
al. 2009) 
HAPSF-c: The lower the cultural dependencies, the higher the probability that the sourcing potential is directed towards contractual and 
market governance 
 
H0PSF-c: Cultural dependencies have no impact on governance choice for marketing processes 
 
Complementary Capabilities Resource-based view, enhanced value chain 
performance through exchange Partnerships (Penrose, 
1959;  Harrison et al., 1991; Rothaermel, 2001; Teece, 
2006; Richardson, 2004) 
HASSF-a: Complementary capabilities between the sourcing partners influence the probability that the sourcing potential is directed 
towards contractual and market governance 
H0SSF-a Complementary capabilities have no impact on governance choice for marketing processes 
Strategic Relatedness Resource-based view, capability sharing (Prahalad and 
Bettis; 2000, Johnson, 1975; Tsai, 2000) 
HASSF-b: Sourcing towards contractual and market governance is built on strategic relatedness between sourcing partner 
H0SSF-b: Strategic relatedness has no impact on governance choice for marketing processes 
 
Relational Capability Building 
Mechanism 
Resource-based view, ability to integrate, build and 
reconfigure resources (Teece et al. 2011; Dyer and 
Singh, 1998; Makadok, 2001; Galunic and Rodan, 
1998; Grant 1996, Kogut and Zander, 1993) 
 
HASSF-c: The relational capability building mechanism of the enterprise facilitates sourcing towards contractual and market governance 
H0SSF-c: The relational capability building mechanism has no impact on governance choice for marketing processes 
Cooperative Experience Resource-based view, reducing information 
asymmetries, uncertainty and opportunistic 
behaviour (Holcomb and Hitt, 2007; Luo, 2002; 
Das and Teng, 1998) 
 
HASSF-d: The cooperative experience of the enterprise facilitates sourcing towards contractual and market governance 
H0SSF-d: Cooperative experience has no impact on governance choice for marketing processes 
Source: Author in accordance to the listed references 
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5 RESEARCH METHODOLOGY AND DESIGN 
5.1 Introduction 
After having discussed the literature in the previous chapter, this section addresses the 
methodology and the research design of the proposed study. The chapter begins with section 5.2, 
which reviews the objectives of this research, followed by section 5.3, which presents the 
philosophical underpinning of research. Section 5.4 is dedicated to the research methodology and 
the research design of the study. Section 5.6 illustrates the unit of analysis, followed by section 
5.7, which circumscribes the data-collection methods applied. Continuing, section 5.7 discusses 
methods of data collection. Section 5.8 addresses validity, reliability and limitation issues, and 
section 5.9 describes access and ethical considerations, followed by a conclusion in section 5.10. 
5.2 Objectives of the research 
As the literature review (cp. Chapter 3, Section 3.2.2) showed, there is currently little substantial 
understanding of how activities and processes in marketing can be sourced and geographically 
relocated. However, there is substantial evidence in scholarly and managerial literature that 
marketing process reallocation is a subject of increasing attention for the last five years. As the 
growing number of publications demonstrates, marketing sourcing is rarely the subject of 
research. Taking the literature review performed to date into account, it is possible to assume that 
there is a gap in literature when it comes to make-or-buy decisions in marketing.  
It is primarily noticeable that the latest research in marketing sourcing is less concerned with the 
basic theories (cp. section 3.3 on page 47) since propositions and hypotheses often miss a clear 
underpinning and relationship to already tested variables. Additionally organisational questions in 
terms of enterprise structure, size or governance mode are seldom if never taken into 
consideration. Except for Kantsperger (2007), who provided an introductory viewpoint on 
marketing processes, clear definitions were not found during the literature research and therefore 
need to be developed from the perspective of business and organisational economics (cp. Section 
2.1.2 on page 24). Furthermore, there is no application – neither in managerial nor in academic 
terms – of best practices from theory or from managerial business process management. 
Economical decision support and the performance-measurement of marketing sourcing is – if at 
all – touched upon but definitely not based on the fundamentals of economics. Risk-assessment 
and sourcing strategies are practically not considered. In summary, the governance and sourcing 
of marketing processes in economic research is addressed very sparsely. Most of the existing 
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work may compile interesting insights or specific enhancing of the body of knowledge, but 
practical applicability is lacking.  
This study will therefore contribute to the current body of knowledge that is concerned with 
marketing process governance in multinational enterprises. Against the backdrop of the above 
declared problem statement and the research gap, the central research question is what relevant 
variables exist for the selection of a sourcing strategy for marketing processes and whether these 
variables explain the relationship between process characteristics and marketing governance 
choice. 
In order to answer the research question, several preliminary topics need to be examined through 
literature review. Firstly, the components of the unit of analysis need to be determined and 
comprehensively described by clarifying what marketing processes are, how they can be identified 
and contextualised with regards to multinational enterprises, what kind of sourcing strategies and 
models are made available by the make-or-buy theory, and which theories are mainly concerned 
with make-or-buy and which are applicable for marketing activities and processes. Having 
outlined the preliminary topics, this research will determine how sourcing of marketing activities 
and processes in a multinational enterprise can be evaluated and predicted by applying new 
institutional economics, by firstly clarifying terms, definitions and theories. Secondly, 
demonstrating how marketing processes can be developed and illustrated based on fundamental 
economic literature with a special focus on multinational enterprises. This means precisely, the 
identification and analysis of strategies and sourcing concepts from neo-classical theory and from 
new institutional economics including a critical discussion about the applicability of these 
theories. Thirdly, the core objective is to develop a conceptual model that includes suitable 
theories and predictors for understanding and circumscribing governance choice and its drivers 
for marketing-process sourcing in multinational enterprises, and to test this model and make 
assumptions about how such processes are possibly governed by taking fundamental economic 
decision making theories into account. This finally, supports the ultimate objective of the DBA 
which is to provide significant contribution to managerial practice of process and marketing 
management through the application of theoretical theories and frameworks. 
5.3 Philosophical underpinning 
Applying research and being a researcher demands the reflection of existing research paradigms 
in order to define a unique position within research that is based on the nature of the research 
questions or objectives. Remenyi (1998:289) describes a research paradigm as “a philosophical 
and theoretical framework of a scientific school or discipline within which theories, laws, and 
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generalisations, and the experiments performed in support of them, are formulated,” and 
Saunders et al. (2009:597) explain it as “a way of examining social phenomena from which 
particular understanding of these phenomena can be gained and explanations attempted.” The 
chosen paradigm, the personal standpoint, or philosophical standpoint will therefore determine 
how the researcher will build and structure the research process. Research philosophies and 
paradigms in management practice are mainly subdivided into the four paradigms positivism, 
realism, interpretivism, and pragmatism (Saunders et al., 2009). Remenyi (1998:31) generalizes 
research approaches as being either empirical or theoretical. He explains that a research theory 
“studies […] the writings of others” and discusses the subject with “individuals” that are able to 
“comment on the subject area.” In other words: interviews experts and discusses with them. 
Coming back to business and management research – or, more generally – social science, the 
positivism and phenomenology are the most common paradigms to consider.  
Depending on the researcher’s orientation, ontology, epistemology, axiology, and the data-
collection methods are to be considered differently. Ontology is the circumscription of the 
researcher’s view of the nature of reality. The main difference between the paradigms of 
positivism and interpretivism is the fact that the positivist paradigm postulates reality as being 
“external, objective and independent of social actors”, whereas the interpretivism paradigm 
approaches reality as being “social constructed, subjective and multiple (Saunders et al., 
2009:119). Remenyi (1998:286) adds that ontology is “a branch of philosophy of metaphysics 
concerned with the nature and relations of being”. According to Bryman and Bell (2003), in 
business and management research, the researcher has to primarily deal with two main 
ontological positions: objectivism and constructivism. Saunders et al. (2009) add subjectivism as 
third position. Since this thesis is concerned with make-or-buy decisions in organisations, 
clarification is required as to whether an organisation is to be considered, from an ontological 
standpoint, as an actual phenomenon with “real processes and structures”, or if an organisation is 
“a social constructed product” (Bryman and Bell 2003:22). Therefore, Langley in Buchanan and 
Bryman (2009:417) proposes seven strategies for process research in organisations. For detecting 
“similarities and common features in processes and for understanding differences and their 
antecedents or consequences”. Langley (2009) refers to Eisenhardt (1989) and Maitlis (2005) and 
proposes a multi-case study of five or more cases with moderate levels of detail and goes on to 
argue that the finer details of evolving phenomena like decision making are usually drawn from 
qualitative methods which are best suited for researching social constructed organisations and 
processes respectively. 
The epistemological position which “constitutes the researcher’s view regarding what is 
acceptable knowledge” (Saunders et al., 2009) is the next issue to consider. Epistemology is “the 
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study of knowledge, and so of science” (Thietart et al 1999:13) and “a branch of philosophy 
concerned with how we know what we know and our justification for claims to knowledge” 
(Williams and May 1996:197). According to Thietart et al. (1999), epistemology, or to be more 
accurate, epistemological questioning is the most basic foundation for how we create knowledge 
and what knowledge and science is. Epistemology has existed since antiquity and must be 
discussed by the researcher in order to determine and “control […] the research approach” and, 
in turn, “to increase validity of knowledge produced” Thietart et al (1999:13). Positivism 
postulates that “only observable phenomena providing credible data and facts” constitute 
acceptable knowledge; while the positivist researcher certainly “focuses on causality and law like 
generalisation while reducing phenomena to simplest elements” (Saunders et al., 2009:119). In 
contrast, interpretivism considers subjective and social phenomena as well and focuses mainly 
“upon details of situations, a reality behind these details and subjective meanings” in terms of 
creating acceptable knowledge (Saunders et al., 2009:119). This again, brings up the question of 
the nature of an organisation and its process world and how to position a respective research 
paradigm with respect to epistemology.  
In addition to epistemology, the research paradigm impacts the axiology which circumscribes 
“the researcher’s view of the role of values in research” in the sense that while the positivist 
undertakes research “in a value-free way since the researcher is independent from the data 
collection”, the interpretivist accepts that his or her research is “value bounded since the 
researcher is part of what is being researched and therefore cannot be separated from the data 
collection” (Saunders et al., 2009:119). This further leads to the question of how data is actually 
collected. While the positivist demands objectivity and independence from the researched objects 
(data samples are usually large, highly structured and measured quantitatively), the interpretivist is 
also content with smaller samples accompanied by in-depth interviews and evaluation of 
qualitative data (Saunders et al., 2009). 
Since this thesis is concerned with processes in organisations and their sourcing and relocation, 
the question about the nature of the organisation and its processes needs to be clarified. This 
unfortunately proves to be controversial (Thietart et al. 1999; Staud, 2001; Patton, 2002; Vahs, 
2005; Buchanan and Bryman, 2009), and a clear relation to the most suitable paradigm based 
upon the terms “organisation” or “process” is not possible. For an applied research topic such as 
the sourcing and relocation of marketing, choosing one clear position may not be ideal and may 
limit the research process. Saunders et al. (2009) argues that for unclear situations, pragmatism is 
an alternative position since the pragmatist benefits from the advantage to combine both – the 
positivist and the interpretivist positions – and applies a mixed-method research design for its 
data-collection technique. The pragmatists’ ontological standpoint mainly depends in the most 
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suitable perspective for answering the research questions, therefore external objectivity or 
multiple and/or social constructed might be acceptable. For data analysis and interpretation both 
observable and subjective meanings are supported for the constitution of knowledge with respect 
to the epistemological question of research (Saunders et al., 2009). As already mentioned above, 
pragmatic approaches usually lead to mixed or multiple-method research design. For all ongoing 
explanations, the researcher takes a pragmatic standpoint which will be defined in more detail in 
the upcoming sections. 
5.4 Research methodology 
After having described the objectives of the research, the researcher’s philosophical standpoint, 
the research model and the hypotheses (cp. chapter 4), the next section is dedicated to the 
methods and approaches which circumscribe how to operationalise this research.  
5.4.1 Qualitative versus quantitative research methods 
The question of which research method is best suited to the aspired research project depends on 
several factors (Thietart et al., 1999). The author argues by citing various researchers (Thietart et 
al., 1999:78) that qualitative methods are more likely applied with regards to data that is “non-
numerical”, meaning that quantitative methods prefer numerical data. More precisely and by 
citing Evrard et al. (1993:35), “qualitative data corresponds to variables measured on nominal and 
ordinal (non-metric) scales, while quantitative data is collected using interval scales and 
proportion scales”. Saunders et al. (2009) adds that inductive or exploratory research is supported 
by the qualitative collection of trend data, whereas deductive research design generally supported 
through statistical testing is affiliated with quantitative methods. In terms of research questions, 
quantitative research tends to ask to “what” (e.g. to what extent variance a causes variance b, 
etc.), whereas qualitative research tend to ask “how”. In addition to the nature of the data, 
literature names further reasons which may be taken into account in order to prioritise a selected 
method. Thietart et al. (1999:80) therefore describes that quantitative methods, because they use 
statistical techniques, address “a greater assurance of objectivity”. However, in terms of 
qualitative methods, he addresses research that “emphasises” interpretation of observed or 
occurred phenomenon. Remenyi et al. (1998:288) further add that qualitative methods support 
research that “cannot be reduced to numbers”. Bryman and Bell (2003) contrast the difference 
between both approaches as illustrated in the Table 5.1 on the following page. 
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Table 5.1: Differences between quantitative and qualitative research 
 Quantitative Qualitative 
Role of research Preparatory Means to exploration of an actor’s 
interpretations 
Relationship between researcher and 
subject 
Distant Close 
Researcher’s stance in relation to subject Outsider Insider 
Relationship between theory/concepts 
and research 
Confirmation Emergent 
Research strategy Structured Unstructured 
Scope of findings Nomothetic Ideographic 
Image of social reality Static and external actor Procedurally and socially constructed 
by actor 
Nature of data Hard, reliable Rich, deep 
Principal orientation to the role of theory 
in relation to research 
Deductive, testing of theory Inductive, generation of theory 
Epistemological orientation Natural science model, in particular 
positivism 
Interpretivism 
Ontological orientation Objectivism Constructivism 
Source: Bryman (1988:94), Bryman and Bell (2003:28) 
According to Saunders et al. (2009:482), quantitative methods are “based on meanings derived 
from numbers”, results are collected in “numerical and standardised data”, and analyses are 
“conducted through use of diagrams and statistics”, whereas qualitative methods are “based on 
meanings expressed through words”, the data is collected through “non-standardised data which 
requires classification into categories”, and analysis is “conducted through the use of 
conceptualisation”.  
In addition to the differences setting them apart from both the epistemological and ontological 
perspectives and from research strategy and the nature of data, quantitative methods and 
qualitative methods possess weaknesses which are widely discussed in academic literature. For the 
sake of completeness, Table 5.2 on the following page illustrates the main concerns that come up 
within the discussion of data-collection and processing techniques. 
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Table 5.2: Strengths and weaknesses of qualitative and quantitative methods 
 Strengths Weaknesses 
Qualitative Methods Data based on the participants’ own categories of meaning, Studying a limited number of cases in depth 
Useful for describing complex phenomena, Provides individual case information 
Can conduct cross-case comparisons and analysis, Provides understanding of insider’s viewpoint and 
experiences 
Description of rich detail phenomena, Study dynamic processes (i.e., sequential patterns and change) 
The researcher can use the primarily qualitative method of grounded theory to inductively generate a tentative 
but explanatory theory about a phenomenon 
Determine and interpret constructs (e.g., self-esteem, IQ), Data are usually collected in natural settings 
Responsive to local situations, conditions, and stakeholders’ needs 
Responsive to changes that occur over the course of a study (especially during extended fieldwork) and may shift 
the focus of their studies as a result 
Qualitative data in the words and categories of participants lend themselves to exploring how and why 
phenomena occur 
You can use an important case to vividly demonstrate a phenomenon to the readers of a report, Determine 
idiographic causation (i.e., causes of a particular event) 
Knowledge produced may not represent the general 
situation with regards to other people or other settings 
(i.e., findings might be unique to the relatively few people 
included in the research study). 
It is difficult to make quantitative predictions. 
It is more difficult to test hypotheses and theories with 
large participant pools. 
It might have lower credibility with some administrators 
and commissioners of programs. 
It generally takes more time to collect the data when 
compared to quantitative research. 
Data analysis is often time consuming. 
The results are more easily influenced by the researcher’s 
personal biases and idiosyncrasies 
Quantitative Methods Testing and validating already constructed theories about how and why phenomena occur, Testing hypotheses 
that are constructed before the data are collected 
Can generalise research findings when the data are based on random samples of sufficient size 
Can generalise a research finding when it has been replicated on many different populations and subpopulations 
Useful for obtaining data that allow quantitative predictions to be made 
The researcher may construct a situation that eliminates the confounding influence of many variables, allowing 
one to more credibly-established cause-and-effect relationships, Data collection using some quantitative 
methods is relatively quick (e.g., telephone interviews) 
Provides precise, quantitative, numerical data, Data analysis is relatively less time consuming (using statistical 
software) but the research results are relatively independent of the researcher (e.g., statistical significance) 
It may have higher credibility with many people in power (e.g., administrators, politicians, people who fund 
programs) 
It is useful for studying large numbers of people 
The researcher’s categories that are used might not reflect 
local constituencies’ understandings 
The researcher’s theories that are used might not reflect 
local constituencies’ understandings 
The researcher might miss out on phenomena occurring 
because of the focus on theory or hypothesis testing 
rather than on theory or hypothesis generation (called the 
confirmation bias) 
Knowledge produced might be too abstract and general 
for direct application to specific local situations, contexts, 
and individuals 
Source: Burke and Christensen (2008) 
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In addition to the discussion of which method is the most suitable for each type of research, it is 
also possible to turn the discussion towards a combination of both approaches. The following 
section describes the application of mixed-method research and its different strategies in terms of 
sequence and data-collection techniques. 
5.4.2 Mixed-method research 
The combination of quantitative and qualitative methods that aims to combine both research 
methods in order to eliminate the weaknesses of each method is not without controversial 
discussion. The strongest arguments against the combination are mainly from either 
epistemological standpoints, which postulate that research methods “carrying epistemological 
commitments” or from the paradigm perspective which argues that “qualitative and quantitative 
research as paradigms in which epistemological assumptions, values and methods are inextricably 
intertwined and are incompatible between paradigms” (Bryman and Bell, 2009:643). Both, the 
paradigm as well as the epistemological arguments are not completely and comprehensively 
solvable. Therefore one has to accept that mixed-method research from an epistemological 
perspective is not possible. Bryman (1988) suggests considering the dilemma from a technical 
perspective. The technical perspective is based on the argumentation that it is more useful for 
some research purposes to benefit from the strengths of each data-collection technique and 
therefore the meanings and statements of the mixed-method research are “greater than either 
qualitative or quantitative research” (Creswell, 2009).  
According to the pragmatic research approach, the underpinning for the usage of mixed-method 
research is mainly developed by Tashakkori and Teddlie (2000), Morgan (2007), and Patton 
(1990), who argue that a pragmatic standpoint facilitates the combination of qualitative and 
quantitative data-collection techniques, since the scope in these studies has stronger reference 
and guidance through the research problem than from ontological or epistemological limitations 
and defaults. Since the research of marketing-process sourcing and allocation in multinational 
enterprises receives little to no attention in academic literature, there is so far no recommendation 
available indicating an approach to research in this area from a methodological point of view. 
This dilemma can be solved by Ulrich (1981; 1988), who recommends practical research in 
business economics in two steps: “acquisition and interpretation of problem-relevant empirical 
scientific theories and scientific knowledge” and “use and testing of the explanations and 
statements in managerial and practice context”. This implies a combination of different methods 
in order to deploy meaningful statements and therefore derive knowledge about a problem 
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(Creswell, 2009). In addition, mixed methods also possess limitations and are part of critical 
discussions (cp. Table 5.3) 
Table 5.3: Strengths and weaknesses of mixed methods 
Strengths Weaknesses 
Words, pictures, and narrative can be used to add meaning to 
numbers. 
Numbers can be used to add precision to words, pictures, and 
narrative. 
Can provide quantitative and qualitative research strengths 
Researchers can generate and test a grounded theory. 
Can answer a broader and more complete range of research 
questions, because the researcher is not confined to a single 
method or approach. 
A researcher can use the strengths of an additional method to 
overcome the weaknesses in another method by using both in 
a research study (this is the principle of complementarity). 
Can provide stronger evidence for a conclusion through 
convergence and corroboration of findings 
Can add insights and understanding that might be missed when 
only a single method is used. 
Can be used to increase the ability to generalise results. 
Qualitative and quantitative research used together produces 
more complete knowledge necessary to inform theory and 
practice. 
It can be difficult for a single researcher to carry out both 
qualitative and quantitative research, especially if two or more 
approaches are expected to be done concurrently (i.e. It 
might require a research team). 
The researcher has to learn about multiple methods and 
approaches and understand how to appropriately mix them. 
Methodological purists contend that one should always work 
within either a qualitative or a quantitative paradigm. 
It is more expensive and time consuming. 
Some of the details of mixed research remain to be fully 
worked out by research methodologists (e.g., problems of 
paradigm mixing, how to qualitatively analyse quantitative 
data, how to interpret conflicting results). 
Source: Burke and Christensen (2008) 
5.4.3 Mixed-method strategies 
Applying quantitative and qualitative data-collection techniques in mixed-method research asks 
the question, “Which methods guide which, or are both techniques simultaneously used” 
(Bryman and Bell, 2007; Creswell, 2009). Concurrent data-collection strategies use qualitative and 
quantitative techniques simultaneously whereas sequential strategies demand a guiding technique.  
Mixed-method research is usually closely linked to the term “triangulation”. Triangulation is the 
“use of two or more independent sources of data […]” in order to test hypotheses, for example, 
and to “corroborate research findings within a study” (Saunders et al., 2009:154,602). 
Triangulation is mainly applied within a mixed-method approach where qualitative findings need 
to be underpinned with quantitative collected data. For Buchanan and Bryman (2009:520) 
triangulation “is to do with establishing the convergence, corroboration, and/or correspondence 
of results from different methods.” Remenyi (1998:170,178) states that triangulation “may 
minimise bias” of collected data. Therefore, triangulation is related to the concept of evidence 
and shall help the researcher confirm findings “from multiple sources”. Thietart et al. (1999:83) 
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cite Jick (1979) and explain that the researcher “benefits from the advantages of two approaches” 
and compensates “the defects of one approach with the qualities of the other one.” 
Following Creswell (2009), mixed-method strategies can be subdivided into six detailed categories 
which are introduced below. 
a. Sequential-Explanatory Strategy: Literature names this strategy in accordance to 
qualitative data-collection techniques which are used to explain previously applied 
quantitative methods. Morse (1991) further adds that this approach may be applied in 
case the data which was quantitatively collected needs further interpretation or 
consideration through experts or case studies. The weakness of this approach is usually 
the “length of time involved in data collection” (Creswell, 2009:211). 
 
b. Sequential-Exploratory Strategy: This approach basically postulates that a qualitative data-
collection technique facilitates quantitative techniques. The main aspect of this strategy is 
to apply and collect data from qualitative techniques and use the gathered information in 
a quantitative data-collection procedure in order to “assist the interpretation of the 
qualitative findings” (Creswell, 2009:211). The exploratory aspect here is to investigate 
either phenomena that are not treated academically, or the measurement instruments that 
are required for the investigation are unsuitable or missing. The sequenced data-collection 
procedure can be further related to Ulrich (1981; cp. Figure 5.1 on page 101). Step three 
in Ulrich’s methodology “collection and analysis of the relevant information and data” is 
similar to phase one (gathering qualitative data) of the strategy described above. Ulrich 
further proposed a theory-based step four, which aims to develop explanations and 
statements from information gained in the previous step which further need to be tested 
in step five. In Creswell (2009:212), a second phase is used to “analyse and develop an 
instrument” which is finally applied in the third phase within the sequential-exploratory 
strategy.  
 
c. Sequential-Transformative Strategy: Typically used in social science in projects with a 
“theoretical lens like gender, race, etc.)”. The main difference to the strategies explained 
above is a guiding theoretical foundation, which accurately determines the usage of both 
data-collection techniques. This strategy is relatively new in social science, and there is 
little literature related to business and management research, which further implies that 
this strategy is suitable for such kinds of research. 
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d. Concurrent-Triangulation Strategy: This strategy refers to the collection of data from 
both techniques simultaneously in order to use these data for “confirmation, 
disconfirmation, cross-validation, or corroboration” (Creswell, 2009:213). The strategy is 
called “concurrent”, as the data-collection processes are taking place at the same time. 
The main aspect for this approach is the idea that only one single data-collection method 
does not provide enough insights in order to solve the research problem. The primary 
limitations are usually that it “requires great effort and expertise to adequately study a 
phenomenon with two separate methods”, issues in comparing data from two different 
methods, data discrepancies, and further research demand, especially for unsolvable 
discrepancies (Creswell, 2009:214). 
 
e. Concurrent-Embedded Strategy: Even though this strategy applies both data-collection 
techniques simultaneously, the concurrent-embedded strategy always has a guiding 
method in which either the qualitative or the quantitative method is embedded. The 
reasons for this procedure are either the nature of the research question, which demands 
different methods in order to provide a comprehensive answer to the research question, 
the research design itself, which requires multiple methods in order to provide meaning, 
useful information from the investigations, or a matter of research preference of the 
researcher, who “can gain broader perspective as a result of using the different methods 
as opposed to using the predominant method alone” (Creswell, 2009:215; Bryman and 
Bell, 2007; Saunders et al., 2009). A practical example may be an experiment in which, on 
the one hand, the quantitative method provides data from large samples, and, on the 
other, the qualitative method assists the data-collection process by, for example, 
requesting detailed information about the process itself or other experimental questions 
that cannot be illustrated through data samples from quantitative techniques. The guiding 
method itself is not dictated and depends on the research and its design. Weaknesses are 
similar to the concurrent-triangulation strategy concerned with data discrepancy and 
evidence questions when interpretation and generalisation is drawn from different data 
sources. 
 
f. Concurrent-Transformative Strategy: According to Creswell (2009:215) the concurrent-
transformative strategy is mainly guided by the theoretical perspective of the research (e.g. 
critical theory, advocacy, participatory research or a conceptual or theoretical framework) 
and is therefore comparable with the sequential-transformative strategy. 
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5.4.4 Ulrich’s methodology for application-oriented research 
The following methodology of the proposed research is based on the understanding of 
economics as an “application-oriented social economy” (Ulrich: 1981:1). According to this 
interpretation, practical action in enterprises is the knowledge perspective for business 
economics. Thus, the aim is to develop useable knowledge for leadership and management that 
offers the best possible contribution to solving real business problems (Kagelmann, 2001). 
Hollekamp (2005) adds that business economics is facing the challenge of developing and 
designing concepts for the future reality which is the task of organisation or management theory. 
This interdisciplinary branch of science continually reviews methods, concepts and rules critically 
and modifies them to some extent. This can only be done in conjunction with theory-based 
statements and practical knowledge (Ulrich et al., 1984). While fundamental research is concerned 
with theory-related questions, research problems in applied sciences arise from the practical 
context. Therefore, theory and practise are closely linked (Ulrich, 1981, 1988; Ulrich et al., 1984). 
This applies particularly to the problem of marketing-process sourcing, as the previous notes in 
the literature review have demonstrated. Based on this understanding and according to Ulrich, 
the ideal research process in applied business studies is subdivided into five steps in order to 
study and survey how a sourcing strategy of marketing activities and processes in a multinational 
enterprise can be put into practice (see also Figure 5.1). 
 
(1) Collection and classification of practical problems: In the first step, the fundamental 
problems and questions related to marketing-process sourcing are analysed from a 
Collection and classification of practical problems 
Customer             
Acquisition and interpretation of problem-relevant empirical scientific 
theories and scientific knowledge 
Development of explanations and statements 
Collection and analysis of the relevant information and data 
Testing and applying of the explanations and statements in managerial 
and practical context 
Practise 
Theory 
Practise 
Theory 
Practise 
1 
2 
3 
4 
5 
Figure 5.1: Research methodology in accordance with Ulrich 
 
Source: Ulrich (1981, 1984, 1988) 
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practical perspective. The literature review showed that an increasing interest in 
marketing-process sourcing and allocation is an upcoming trend in managerial practise. 
At the same time, it is observable that academic and practical literature is neither 
comprehensive nor based upon proved and accepted theories. It is also noticeable that 
the marketing literature does not benefit from other business functions that apply the 
underlying make-or-buy theories. Starting from a clear definition of the marketing 
process landscape to the factors that are specific for core and core-related processes, 
there is hardly any evidence available up until now in both literature streams. For this 
reason, marketing sourcing becomes a hardly predictable transaction that demands 
further consideration and academic explanation. According to Ulrich et al. (1984), 
Kagelmann (2001) and Hollekamp (2005), the problem-solving process for managerial 
and practical questions need to first address the subject of the research. Therefore, step 
one in this methodology addresses the questions what marketing processes are and how 
they can be identified and contextualised in relation to multinational enterprises.  
(2) Acquisition and interpretation of problem-relevant scientific theories and scientific 
knowledge: Economical-decision-support models were reviewed and analysed against the 
background of business and management research and knowledge of scientific and 
practical literature. This part of the work is related to neoclassical and modern 
institutional economics. Specifically, it is necessary to define and contextualise the terms 
“multinational enterprise”, “marketing”, and “governance of processes” as core concepts 
and identify the requirements in relation to the research questions of this thesis as well as 
link the findings from step one with the underlying academic foundation theories. Thus, 
the aim of this step is to identify theoretical approaches which are helpful for solving the 
research problem, in order to understand what kind of sourcing strategies and models are 
available from the make-or-buy theory, what relevant variables are there in order to select 
a sourcing strategy for marketing processes from a new institutional economic 
perspective and what relevant variables exist for the selection of a sourcing strategy for 
marketing processes and whether these variables explain the relationship between process 
characteristics and marketing governance choice, neoclassical and new institutional 
models were analysed. Therefore, the acquisition and interpretation of problem-relevant 
empirical scientific theories and scientific knowledge is achieved by contextualizing the 
transaction-cost theory, the principal-agent problem, and the resource theory with the 
practical question of how to source marketing processes.  
(3) Collection and analysis of the relevant information and data: The final research design 
will be developed and applied based on the reviewed and discussed problem-relevant 
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scientific theories from the literature review. In this phase, the various components of the 
research project are brought together. 
(4) Development of explanations and statements.  
(5) Testing and applying of the explanations and statements in managerial and practical 
contexts: During this phase, the researched relationships and insights are usually tested 
and reviewed based on their validity and consistency through either qualitative or 
quantitative data-collection techniques. 
 
Although Ulrich’s framework seems to provide a robust and practice-oriented research 
framework, methodological limitations are mainly related to the fact that the model is basically a 
mixed-method research approach. According to Burke and Christensen (2008), mixed-method 
research strategies possess some limitations, including a higher demand in efforts, an 
epistemological conflict in terms of assigning the researcher’s orientation towards a clear 
philosophical and theoretical framework of a scientific school or discipline (Remenyi, 1998), 
conflicts raised by mixing paradigms, for example, “how to qualitatively analyse quantitative data” 
and vice versa, and “how to interpret conflicting results”. Referring to section 5.4.1, the strongest 
arguments against the combination of both techniques come primarily from either 
epistemological standpoints, which postulate that research methods “carry epistemological 
commitments” or from the paradigm perspective which argues that “qualitative and quantitative 
research as paradigms in which epistemological assumptions, values and methods are inextricably 
intertwined and are incompatible between paradigms” (Bryman and Bell, 2009:643). Both, the 
paradigm as well as the epistemological arguments are not completely and comprehensively 
solvable. Therefore, one has to accept that mixed-method research is not possible from an 
epistemological perspective. Bryman (1988) suggests considering the dilemma from a technical 
perspective. The technical perspective is based on the argumentation that it is more useful for 
some research purposes to benefit from the strengths of each data -collection technique, meaning 
that the meanings and statements of the mixed-method research are thus “greater than either 
qualitative or quantitative research” (Creswell, 2009). 
 
5.4.5 Summary 
After the characteristics, strengths and weaknesses of qualitative versus quantitative methods and 
mixed methods have been illustrated, clarification is required as to which strategy is most suitable 
to the research of marketing-process sourcing and allocation in multinational enterprises. 
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According to Ulrich (cp. section 5.4.4), who delivers the underlying research methodology for 
this thesis, the most suitable strategy for collecting data, which serves primarily with respect to 
the research question, are either the sequential-explanatory strategy or the concurrent-embedding 
strategy. With respect to the pragmatic approach described in section 5.3, a combination of 
different methods is required as described in in section 5.4.4. Even though there are arguments 
against the combination of research methods, mixed-method research has gained attraction over 
the last three decades (Remenyi, 1998; Bryman and Bell, 2009; cp. section 5.4.4).  
Taking all weaknesses and limitations of mixed methods into account (see also Table 5.3), the 
time and cost aspects of applying two methods in one research process is challenging but 
feasible. Also, both methods can be applied from a knowledge perspective, since the preparatory 
workshop for this research program covered variance research methods. From an 
epistemological standpoint, pragmatism (cp. section 5.3 on page 91) as the guiding principle that 
also supports application-oriented research as described by (Ulrich, 1981, 1988) has already been 
explained. According to the research questions and objectives (cp. section 5.2 on page 90), only 
one method would not be sufficient. With regards to Ulrich, the most suitable strategy for 
collecting data that serves most with respect to the research question, is the sequential-
explanatory strategy, which circumscribes that quantitatively collected data needs further 
interpretation or consideration by experts or case studies and further supports the demand for 
the use and testing of the empirically deducted explanations and statements in managerial and 
practical contexts. Since a research model and testable hypotheses are proposed in addition to the 
research questions (cp. chapter 4 on page 77), the chosen research methodology also needs to 
address the model itself. The research model (cp. Figure 4.1 and Figure 4.2 in chapter 4 starting 
on page 77) illustrates the relationship between the level of process specify and the level of 
strategic specificity in terms of governance choice. The associated hypotheses are to be tested 
statistically, which further implies the application of quantitative data-collection techniques. In 
addition to the empirical data collection, the researched relationships and insights are tested and 
reviewed based on their validity and consistency using qualitative data-collection techniques 
(Ulrich, 1988), which consequently justifies the application of mixed-method research. For the 
purposes of creating an appropriate research project, the following section addresses the actual 
research design and its setup. 
In order to achieve the research objectives, it is therefore necessary to apply quantitative and 
qualitative methods. While the quantitative part of this research is the guiding data collection 
instrument, the qualitative part of the research is the addressing of limitations (cp. section 5.7.3) 
which are not fully explainable through the statistical outcome or do not comply with the 
underlying theory or research model. The insights from the expert interviews support advanced 
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understanding of the governance process and location process as well as their variables. 
Consequently, the combination of quantitative and qualitative methods addresses the nature of 
the research questions (cp. section 5.2), which possess both exploratory and explanatory 
elements. 
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5.5 Research design 
After having explained and justified the objectives of the research, the philosophical 
underpinnings of this research, the conceptual model, and the deducted data-collection methods, 
the final research design can be drawn. Research design according to Bryman and Bell (2003:731) 
“refers to a framework for the collection and analysis of data.” It is further explained as “choice” 
that “reflects decisions about the priority being given to a range of dimensions of the research 
process” and Remenyi (1998:289) further explains that research design is “the plan the researcher 
proposes to follow in the conducting of the research”. Thietart et al. (1999:111) states that 
research design is a “framework through which the various components of a research project are 
brought together”. Concluding, a clear positioning of the researcher to the known paradigms, the 
underlying methods and the research design is essential to avoid risks and “difficulties during the 
research” project or to produce a research result that may lack methodological transparency and 
therefore have low value or even no objectivity, validity, and reliability (Thietart et al. 1996:130).  
Figure 5.2: Research process 
 
Source: Author 
The proposed thesis follows the principles of economical and practical research as described in 
section 5.2 and section 5.3. After having defined the overall research objectives (cp. Section 1.2 
and 5.2), the substantial literature was performed in order to evaluate and understand the 
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foundations of marketing-process and process sourcing in multinational enterprises (cp. Chapter 
2 and 3). Based on the theoretical findings of the underlying theory and the current state of 
research, the conceptual model and hypotheses, including their relevant variables (Field, 2013), 
were stated accordingly (cp. Chapter 4). In terms of research methodology and data-collection 
strategies, the author shows in section 5.4 that “application-oriented economy research” (Ulrich, 
1981:1) in applied science of business studies is carried out within the context of mixed-method 
approaches, and, with particular regard to this thesis, that a sequential explanatory mixed-method 
data-collection strategy is the most suitable option for supporting the problem-solving process of 
this thesis (Ulrich, 1988; Creswell, 2009). Furthermore, this approach indicates that data 
collection is conducted in two serial steps. The first is characterized by a quantitative data-
collection process and an interpretation phase that helps to control and test the hypotheses; 
whereas during a second step expert discussions mark the qualitative data-collection method in 
order to verify and cross check the findings from the first phase. Finally, the research process (cp. 
Figure 5.2 on the previous page) illustrates how the logic of data-collection methods and its 
conclusions are linked to the initial research questions and the subsequent literature review. The 
next sections explain how the unit of analysis and the sampling is setup before a more detailed 
explanation of data collection is provided. 
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5.6 Unit of analysis 
Taking an appropriate sampling strategy and its size into account, it is important to determine the 
unit of analysis (Pallant, 2010). The unit of analysis further represents a description of the 
concentration of the data which is collected during the data-analysis phase (Yin, 2009). Sekaran 
and Bougie (2013) further conclude that the units of analysis can be individuals, duads, groups, 
organisations or cultures.  
Figure 5.3: Unit of analysis 
 
Source: Author 
Figure 5.3 illustrates the unit of analysis and the related context of this research. Related to the 
figure, the following paragraph describes what the unit of analysis is and how the population is 
determined. As described in the research objectives of this study, this research aims to study 
sourcing and governance choices of marketing processes in multinational enterprises. Therefore, 
the unit of analysis is the marketing function in multinational enterprises. The World Trade 
Organisation states that “the top 500 multinational corporations account for nearly 70 percent of 
the worldwide trade; this percentage has steadily increased over the past twenty years” (World 
Trade Organisation, 2014:1). As is known, there are three index listings that represent the leading 
500 multinational enterprises, which are namely the fortune 500 – based on revenues, the Global 
500 index, which is based on revenues and profits, and the Financial Times 500 index, which 
considers market capitalisation. Furthermore, FT provides additional top listings like the FT500 
Europe, FT500 US, FT500 Japan and FT500 Emerging Markets. These four listings account for 
nearly all world trade. All listed enterprises are comparable in terms of financial data, reporting 
and policies. Furthermore, the FT listings are all consolidated, updated quarterly and normalised 
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to the US Dollar. Consequently, based on market capitalisation and world trade, the population 
of multinational enterprises, which is relevant for this research, amounts to of approximately 
2,000 entities. The deduction of the sample will be described in the next section. 
5.7 Methods of data collection 
As discussed in section 5.4, the research methodology for organisational research that addresses 
managerial problems can be deducted from Ulrich (1981, 1988) and Ulrich et al. (1984). 
According to Ulrich, who delivers the underlying research methodology for this thesis (cp. 
Section 5.4.4), the most suitable strategy for collecting data that serves best with respect to the 
research question is the sequential-explanatory strategy (cp. Section 5.5). This method supports 
the nature of the research question which demands different data-collection methods in order to 
provide a comprehensive answer to the research question, the research design itself which 
requires multi-methods in order to provide meaning, and useful information from the 
investigations or a matter of research preference of the researcher who “can gain broader 
perspective as a result of using the different methods as opposed to using the predominant 
method alone” (Bryman and Bell, 2007; Creswell, 2009:215; Saunders et al., 2009). In order to 
understand what the relevant variables for implementing a sourcing strategy for marketing 
processes from a new institutional economic perspective are and how these variables correlate 
with one other, a mixed-method data-collection strategy was chosen. The sample for the 
quantitative data-collection phase is determined through clustered sampling (cp. Section 5.7.1). 
After analysing the findings with IBM SPSS Statistics, interpretations and explanations will be 
provided for the understanding of the statistical output of the analysis. Following Ulrich (1988), 
the explanations and statements of the quantitative research phase shall be used and tested in 
managerial and practical contexts. In order to satisfy this requirement, the interpretations and 
outcomes will be tested and confirmed through qualitative methods, namely through expert 
interviews. This expert discussion may also help to clarify discrepancies between the theoretical 
assumptions and the de facto results from the quantitative research. 
5.7.1 Sampling 
Sampling or “define a subset of elements from a larger unit called population” (Thietart, 1999) is 
essential for research and primarily involves questions about the types of sampling, sample size, 
the samples’ limitations to generalisation, and the response rate (Bryman and Bell, 2003; Saunders 
et. al, 2009). The sampling strategy mainly depends on the nature of the population. With regards 
to the unit of analysis discussed above, the population of MNEs which are relevant for this study 
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is approximately 2,000. The entities of the sample need to be comparable with respect to 
homogeneity of the population and the deducted sample. Such standardisation among industrial 
market actors is usually drawn from  listings by the economic press that seem to provide the 
most suitable solution, because the listings are updated and all enterprises referenced are listed 
enterprises, meaning that, due to the fact that the enterprises are listed, they automatically qualify 
as multinational enterprises. Furthermore, all enterprises apply specific standards in order to 
provide comparable measurements for shareholders and investors. Namely, all companies follow 
similar rules in terms of accounting and closing, auditor independence, corporate responsibility, 
external reporting and corporate and criminal fraud accountability. Consequently, this thesis 
applies the FT500s’4 indexes, which include 18 industries and 34 nations. MNEs are ranked 
according to market capitalisation, which reflects shareholders expectations on the performance 
of the enterprise. All companies are listed, have a greater employment-size range than G (cp. 
section 4.3) and belong to one of the GICS or NAICS categories but need to be mapped in 
advance, as the FT listings have their own categorisation scheme. The mapping can be found in 
the appendices C. List of Companies on page 225). 
The distribution of the MNEs according to quantity within the industry classification is uneven 
by nature. For example, the index includes 355 enterprises from the financial services industry, 
but only 21 enterprises from the aerospace and defence industry. A simple random sample would 
therefore increase the probability that more banking enterprises than aerospace enterprises are 
selected. Therefore, a cluster-sampling approach is chosen to represent each industry as equally as 
possible. Since industry is identified as a possible moderator that may correlate with the outcome 
of the conceptual model, a higher percentage of enterprises from the financial services industry 
could bias the result via the way that their sourcing strategy dominates the sample. In order to 
avoid sample bias and any further negative effects on internal and external validity with regards to 
the way that generalisation to the population of MNEs would be biased from the financial 
services industry, the sampling from the population will be divided by eighteen – which 
                                                 
 
4 „The companies are ranked by market capitalisation – the greater the stock market value of a company, the higher 
its ranking. Market capitalisation is the share price on 28 March 2013 multiplied by the number of shares issued. 
The figures were converted into a common currency to allow comparison so all the figures in the main FT 500 
rankings are presented in terms of the dollar at that date. Companies can be ranked by any of their key statistics 
such as turnover (as used by Fortune magazine in its Global 500), employment or profits. While each can be 
interesting, we feel there are more weaknesses with these methods. Turnover, for example, does not adequately 
allow for banks and some financial services companies, while profits will be distorted by write-offs. A common 
problem affecting most methods other than market capitalisation is timing. As profit and turnover figures come 
from annual reports, any ranking based on them must be out of date. As annual reports are staggered through the 
year some of the numbers used for the rankings would be relating to a period two years before publication of the 
ranking. In contrast it can also be argued that a ranking based on market capitalisations contains a forward-
looking element in the sense that share prices include a view on investors’ expectations.“ (Dullforce, 2013:1) 
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represents the categories defined by the industrial moderators (cp. section 4.3). In the second 
step, a random probability sampling within each cluster (Author: which, in this case, also stands 
for industry) is applied in order to guarantee that the sample is homogenous in terms of 
industries. The full list of the sample can be found in the Appendix “List of Companies” on page 
225. 
The sample size expresses the minimum number of respondents needed in order to derive 
generalisations from the research to the population. The size of a sample depends on various 
factors such as the desired confidence level, the response rate, confidence interval, and the size of 
the population (Thietart et. al, 1999; Saunders et. al, 2009). Estimations based on a standard mean 
error rate of -1.96 SE to 1.96 SE, a confidence level of 95 percent and a population size of 2,000 
enterprises leads to sample size of 322 (Saunders et. al, 2009:219). Other sample size calculators 
confirm this value5. However, Saunders et al. (2009:195) “warns” by citing Fowler (1993:34) that 
“it is not normal for survey researchers to be in a position to specify in advance ‘a desired level of 
precision’”. He further argues that response rates as well as time and cost issues also have to be 
taken into account. For this research a sample size of around 300 is already challenging. A first 
pilot test showed that 30 mail requests among the 30 DAX companies only lead to a response 
rate of approximately 20 percent in terms of interest shown in taking part in this survey. Since 
non-response bias may distort the homogeneity of the sample frame and reduce the external 
validity of the research (Thietart et al., 1999), Laatz (1993) recommends actions to increase the 
response rate and actions to limit communication problems. Therefore, the following actions are 
taken in order to manage risks which are associated with the response and communication 
problems: 
 Personal contact in order to find a specific contact person in each enterprise. The 
objective here is to personalise the communication and receive commitment. Anonymous 
“info@enterprise.com” contact is supposed to generate low commitment and therefore 
increase the risk of refusal or non-response 
 Electronic-based questionnaires with the option to interrupt the survey and continue the 
survey later 
 Detailed cover letter in order to provide insight into the study and its objectives 
 Guarantee strictest confidence. The name of the company will not be associated with the 
findings in any way. The participants are not logged, neither via IP nor on an email 
address bases 
                                                 
 
5 cp. http://www.calculator.net/ or http://www.surveysystem.com/ providing calculators for sample sizes  
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 Good-will proposal: A donation of 5 Euro to the World Wide Fund of Nature (WWF), 
the United Nations Children’s Fund (UNICEF) or Amnesty International will be done 
for each validly completed questionnaire 
 Providing the research finding as an executive summary as a reward for participation 
5.7.1.1 Key informant conflicts 
Since the sampling approach may raise key informant conflicts – only one person per 
organisation is requested to fill out the questionnaire – this circumstance has to be considered 
critically. Key informants are persons that represent an organisation, an agency or community 
and hold comprehensive knowledge about a subject and the corresponding area of research. Key 
informants can be considered as an “expert source of information” (Marshall, 1996). Key 
informant information may lead to difficulties in terms of generalisation of results to a larger 
population (Phillips, 1981). Referring to Table 5.4 below, the key informant approach has its 
advantages and disadvantages. 
Table 5.4: Advantages and disadvantages of the key informant approach 
Advantages Disadvantages 
One of the easiest and least expensive ways to systematically 
assess needs. 
Opportunity to establish rapport and trust and thus obtain the 
insiders’ view 
Depth of information concerning causes of reasons 
Permits continual clarification of ideas and information. 
Can be combined effectively with other techniques. 
Permits input from many individuals with different 
perspectives on the needs of the community. 
Can be implemented by community volunteers, thereby 
building citizen involvement and awareness. 
Does not involve the high cost of printing and data analysis. 
May help initiate (or strengthen) the lines of communication 
among service organisations, agencies, and associations. 
Discussion of the findings with the key informants promotes 
insights for all concerned. 
The data-collection instruments are usually easier to construct 
than those associated with the survey approach 
The information derived from this technique may represent 
a “biased perspective”: information is typically elicited from 
“providers of services” (as opposed to the “consumers” of 
services). 
The information derived from key informants often 
represents the perspectives (and biases) of the organisation, 
agencies, and associations with which these informants are 
associated. 
A group meeting held to “feedback” the findings of the 
study to the key informants may only work to rigidify a 
“provider” bias in terms of clarifying what the real needs are. 
Personal relationships between researchers and informants 
may influence the type of data obtained. 
Jealousies and resentment on the part of other community 
members whose opinions are not solicited may develop. 
Should be combined with other methods, because 
representativeness of total community is difficult to achieve. 
Few people can sense all the needs and concerns of all 
people in a community—the perspectives of those who are 
less visible may be overlooked 
Source: Carter and Beaulieu. (1992:3) 
In order to overcome the above-listed disadvantages, several sampling tactics need to be applied 
(John and Reve, 1982). Firstly, in order to avoid a biased perspective from single key informants 
of an organisation, the sample size chosen is big enough to eliminate subjectivity. Furthermore 
and secondly, personal relationships between informers and researchers are not given and have 
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therefore no impact on the obtained data. Thirdly, the job description and therefore the 
hierarchical level of the informer is considered to act as a category (cp. section 4.3 on page 86). 
By taking different organisational levels into account, bias or influence from such perspectives 
can be detected and explained. 
5.7.2 Quantitative data collection 
After having described the sampling process, the next section is dedicated to the design and 
implementation of the measurement instrument. The subsequent sections are concerned with the 
advantages and disadvantages of online surveys, the design of the questionnaire, pre-testing and 
the codebook of the questionnaire. 
5.7.2.1 Advantages and disadvantages of online surveys 
Online tools are omnipresent nowadays. Consequently, business and management research faces 
an impact from such technology as well. Therefore, the question of whether to collect data 
through paper-based questionnaires or to send out Web surveys needs to be discussed and 
justified. It is clear that online tools also have disadvantages which may bias the decision, if 
traditional data-collection methods turn out to be the better option for the respective research 
project. The following Table 5.5 summarizes the advantages and disadvantages of online surveys. 
Table 5.5: Advantages and disadvantages of online surveys 
Advantages Disadvantages 
More economical in terms of time and money 
Easy access to larger numbers of people 
Distance is no problem, since the research participant need 
only be accessible by computer – it does not matter if he or 
she is in the same building or across the world 
Data can be collected collated very quickly 
Interviewees can re-read what they have written in their replies 
which leads to higher quality of responses 
Faster response and attractive formats of online surveys 
Fewer unanswered questions through mandatory answers 
Access to Internet is still nowhere universal, so that certain 
people are likely to be inaccessible, therefore restriction to 
online population 
Invitations to take part in research may be viewed as just 
another nuisance e-mail and therefore lower response rates 
and maybe lack of motivation 
There is a loss of the personal touch owing to a lack of 
rapport between the interviewer and interviewee, including 
the inability to pick up visual or auditory cues 
There are concerns among research participants about 
confidentiality of replies at a time of widespread anxiety 
about fraud and hackers 
Multiple replies by completing a questionnaire more than 
once 
 
Source: Bryman and Bell (2003) 
According to the sampling strategy (cp. section 5.7.1), the fact that every employee of an MNE 
should have access to the internet, personal touch is of little importance for this research, and 
multiple replies can be avoided by pre-setting the questionnaire. The advantages of online surveys 
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are clearly predominating. It is even the case that this research would not be possible by using 
paper-based and traditional survey tools. 
5.7.2.2 Questionnaire design 
Following Bryman and Bell (2003), the data-collection tool is considered to be a self-completion 
questionnaire for various reasons. First of all, they are easier and cheaper to administer and 
provide a higher level of freedom for the respondents in terms of timing. Furthermore, the 
questionnaire is going to be Web-based which allows it to be interrupted and continued at a later 
point in time (cp. section 5.7.2.1). Nevertheless, self-completion questionnaires also possess 
weaknesses and disadvantages which are mainly concerned with the missing opportunity to ask 
questions or request directions in terms of how to handle the questionnaire or a particular 
question (Bryman and Bell, 2003). A further concern is the response rate which demands actions 
in order to be improved. Response rate risk was already discussed in section 5.7.1 above and will 
not be described again here. In order to address the comprehensibility of the questionnaire itself, 
the following actions were taken (Saunders et. al, 2009): 
 Proper and clear introduction that explains the purpose of the research 
 Directions in terms of time needed in to fill out the questionnaire 
 Clear statements of confidentiality and anonymity 
 Incentives and rewards named in order to increase the attractiveness of participation 
 Providing contact options in case respondents have further questions 
 Short description below each question in order to provide definitions (especially when 
terms are used that may vary depending on the context; for example: standardisation, 
complexity, etc.) 
Furthermore, the appearance of the questionnaire and its design was chosen based on standard 
templates of the online survey engine “SoSci Survey” 6 . The software package SoSci Survey 
supports researchers in the professional execution of their online survey by creating online 
questionnaires, sending invitations (including follow-ups), and downloading data to SPSS, GNU 
R, and Excel. All standard templates are pretested in terms of usability and accessibility. For each 
question a single screen was used and a progress bar displayed the current status of the 
evaluation. Taking all questions into consideration and excluding the cover letter and the 
                                                 
 
6 https://www.soscisurvey.de 
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acknowledgement page, the questionnaire consists of seven pages and is therefore clearly below 
the obligatory maximum limit of 12 pages (Mellewigt, 2003). 
The questionnaire consists exclusively of closed questions with a horizontal format. Closed 
questions offer a variety of advantages. Bryman and Bell (2003)  and Saunders et.al (2009) name 
manageability in terms of data processing, building up correlations between variables, 
confirmability for the respondent, and a reduced risk of too much variance between the answers 
from respondents as benefits of closed questions. However, closed questions also have their 
weaknesses, namely “loss of spontaneity”, overlapping categories, exhaustiveness of questions 
that are difficult to complete (Saunders et. al, 2009:262). Since the spontaneity of the respondents 
is not important for this research and overlapping categories can be avoided, the only issue to 
deal with here is exhaustiveness. Research literature states that a common way to avoid invalid 
questionnaire returns or answers is to provide an optional category like “other” or “don’t know” 
for each forced-choice question. To address exhaustiveness, the categories “other” and “don’t 
know” were consequently applied in this questionnaire.  
Furthermore, two question types were used: categorical questions and rating questions. The latter 
were arranged as a grid and can be viewed as matrix questions as well. Categorical questions were 
used to survey job description, industry and industry size, headcounts, and the governance model 
of the enterprise’ headquarters. Secondly, rating questions were used to retrieve the level of the 
two variables “process specificity” and “strategic specificity”. The questions use a five point 
Likert-style rating scale. Five point Likert-style rating systems are “widely in use” and “the 
method used by far the most” in managerial and economic research (Hollekamp, 2008; Laatz, 
1993:277) and are therefore considered to be validated and also applicable for this survey. 
Participants are asked to provide “likelihood”-answers, e.g. very low, very high; whereas the 
questions concerning resource-based theory are considered to be on “agreement”-basis; e.g. 
strongly agree, agree, disagree, etc. (Saunders et. al, 2009:380). For process-specificity questions, 
the response categories were assigned integer numbers which are best suited for the calculation 
of their mean values, standard deviations, and regression models (Pallant, 2010; Field, 2013).  
The questionnaire consists of seventeen online pages (consolidated to 7 paper pages) including a 
cover letter at the beginning and a last page for acknowledgments. Each online page displays one 
question. The first four pages show general questions about the job description, industry, 
company size and revenues. Questions five to twelve are related to the level of process specificity 
and its variables. All subsequent questions are concerned with the level of the strategic specificity 
and its variables.  
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The final version of the questionnaire is available in the Appendix section “Questionnaire” on 
page 234. 
5.7.2.3 Coding 
In quantitative research coding instruction describes how ratings, opinions or suggestions from 
the respondents are translated into values which can be processed by statistical software like 
SPSS, since “the aim is to assign the data relating to each variable to groups, each of which is 
considered to be a category of the variable in question” (Bryman and Bell, 2003:725). In order to 
keep the coding arranged clearly, variables are abbreviated by their first characters to create 
acronyms. For example “Process-specific factors” were coded into PSF; respectively “Strategic-
specific factors” were coded into SSF. The subsequent independent variables were abbreviated 
using their first characters as well. For example, “Business Criticality” was abbreviated “BC” and 
“Relational Capability Building Mechanism” was abbreviated as RCBM. The detailed coding 
instructions of the variables and their scales are available in the Appendix section “Codebook” 
on page 246. 
5.7.2.4 Pre-Test 
The first version of the questionnaire was pre-tested and discussed with experts from marketing 
management and scientific fields in order to verify the following aspects: 
- Response rate (cp. Section 5.7.1) 
- Completeness and coding of the scales 
- Comprehensibility of the research scope and the questions 
- General form of appearance 
- Technical integrity between online questionnaire exporter format and SPSS importer 
Precisely, a selection of fifteen individuals was chosen in order to evaluate the above mentioned 
aspects. The participants were chosen from the researchers’ professional and academic 
environment. The selected managers were employed by a multinational enterprise at the time of 
the pre-test, being at least line executives or department managers and experienced in either 
process management or marketing or both. Furthermore, a sampling test among enterprises of 
the German Stock Index (DAX 30) in order to estimate how the response can be expected if 
initial contacting via internet was applied.  
Statistical tests were not very satisfying, since the sample frame of the pre-test was too small, but 
however, miscellaneous qualitative adjustments could be applied to the questionnaire. 
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It turned out that from the 30 contacted DAX companies only five showed substantial interest 
but with reserve - depending if a right contact person within the organisation could be found and 
if this person agrees to participate in the survey. 12 enterprises refused taking part by arguing that 
they receive too many requests from researchers while the rest did not reply. With regard to the 
above deducted population (cp. section 5.6 on page 108), the pre-test showed potential risk that 
the expected sample frame will not be sufficiently reached. Therefore, the procedure to contact 
peers needed to be revised and changed from cold contacting via email to personalised and direct 
contacting (cp. section 5.9 on page 122). 
Furthermore, comments and feedback from the pre-test lead to several changes within the 
measurement tool itself.  Firstly, coding errors of the technological uncertainty scale were 
corrected. Secondly, questions concerning the strategic-specific factors were simplified. In order 
to increase comprehensibility, a short description for each question was added between the 
question and the forms. Thirdly, an introductive letter was added in order to explain the purpose 
of the research. Including a declaration of confidence and contact information in terms of 
questions and feedback. Fourthly, the overall usability of the questionnaire was improved by 
adding templates for mobile devices since it could be expected that participants will try to access 
the questionnaire with their cell phones. 
Last but not least, the pre-test provided valuable insights about how to transfer the data to SPSS 
actual works. The collected data was used in order to test the interface between the online 
questionnaire and SPSS with regard to column formats, structure of the data and its 
corresponding descriptions and coding information. 
5.7.3 Expert discussion 
According to the research methodology (cp. section 5.4.4), testing of the explanations and 
statements in managerial and practical contexts is essential. Following the research project 
described above, this study uses qualitative data collection to facilitate the research results and 
findings gained through quantitative methods in order to “understand the meaning of the subject 
being studied” or “to understand the context within which the participants act and the influence 
that this has upon their actions” (Patton, 2002; Cassell and Symon, 2004). Consequently, the 
main purpose of the qualitative phase within this study is to discuss managerial implications 
which result from the findings of the empirical work (cp. section 5.5). Referring to research-
business-method literature (; Bryman, 1988; Thietart, 1999; Bryman and Bell, 2003; Saunders et 
al., 2009), the main tools for qualitative data collection are observation, interviews, or focus 
groups. The data collection can be unstructured, semi-structured or structured. In accordance to 
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the feasibility of this study – mainly in terms of timing and resources – the qualitative part of this 
work is limited to five expert interviews which shall help to gain further insights in terms of 
managerial implications. Precisely, the experts are selected among professional contacts of the 
researcher. At the time of this study, the experts will be employed by a multinational enterprise, 
working at least as a line executive or department manager and experienced in either process 
management or marketing or both. The discussions will be structured along the findings of the 
data analysis (cp. section 6.5 on page 156) with emphasise of these results which will not confirm 
theory or show unexpected results. In order to establish a confidential and trustworthy 
environment, the open discussions are not recorded. Even though this approach may have its 
limitations (cp. section 5.8.4), it is reasonable to discuss and review the results and findings from 
the questionnaire survey in terms of a cross-check of the findings with experts from MNEs. 
5.8 Validity, reliability and limitations 
Since the research outcomes need to be precise and useful to other researchers (Thietart et al. 
1999), the outcomes must be evaluable and reproducible. Accordingly, three aspects are usually 
discussed to demonstrate the accuracy of mixed-method research (Yin, 2009; Ritchie, 2010): 
internal validity, external validity, and reliability.  
Table 5.6 provides an overview of the three aspects, their definitions and the actions which were 
taken to justify them. In addition, the following paragraphs explain each of the aspects in detail. 
Table 5.6: Definitions and actions to address validity and reliability 
D
e
fi
n
it
io
n
 
Internal Validity External Validity Reliability 
A concern with the question of 
whether or not a finding that 
incorporates a causal relationship 
between two or more variables is 
sound. Extent to which findings can 
be attributed to interventions rather 
than any flaws in a research design. 
A concern with the question of 
whether or not the results of a study 
can be generalized beyond the 
specific research context in which it 
was conducted. The extent to which 
the research results from a particular 
study are generalisable to all relevant 
contexts. 
The degree to which a measure of a 
concept is stable. The extent to 
which data-collection technique or 
techniques will yield consistent 
findings, similar observations would 
be made or conclusions reached by 
other researchers or there is 
transparency in how sense was made 
from raw data. 
A
c
ti
o
n
s 
   
Pre-testing, deducting research 
objectives and data-collection 
instruments from theory, developing 
a comprehensive conceptual model 
hypotheses linked to theory and 
mapped to the nature of research 
Triangulation, mixed-method 
research design, suitable sampling 
strategy, re-testing 
Test re-test, internal consistency, 
alternative from, Cronbach’s alpha, 
Cohen’s kappa, research 
documentation and design 
Source: Bryman and Bell (2003:592-593); Saunders et al. (2009:727-731) 
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5.8.1 Internal validity 
Internal validity addresses the question of whether the study’s conclusions and deductions are 
plausible and comprehensibly argued and robust enough to advocate the research findings in a 
general manner (Bryman and Bell, 2003; Creswell, 2009). The internal validity of this research is 
given by connecting the research design (cp. Section 5.5) with the research objectives (cp. Section 
5.2), the data-collection methods (cp. Section 5.7), and the data analysis and discussion phases 
(cp. Chapter 6). Furthermore, the research objectives and the data-collection instruments are 
deducted from fundamental economic theories and were synthesised to a comprehensive 
conceptual model (cp. section 5.7). All hypotheses are clearly linked to theory and mapped to the 
nature of this research, namely the process character of task performing and solving in marketing 
functions of multinational enterprises. In order to address other threats to internal validity (cp. 
Creswell, 2009:163), selection was identified as the primary thread during the data-collection and 
sampling phases. Since the population is classified according to industry, and within each industry 
the amount of entities is uneven, cluster sampling was applied in order to normalise the sample 
and avoid a resulting sampling bias. In order to increase validity, a pre-test was run which lead to 
several adjustments to the measurement tool. Particularly the phrasing of the questions was 
reworked and simplified, and for each question an explanatory paragraph was added in order to 
explain the terminology and the exact context of the question. 
5.8.2 External validity  
External validity mainly deals with issues of generalisability of the research findings. In this 
context Ritchie (2010:285) cites the “transferability” of research. Transferability, or generalisation, 
describes “the potential for drawing inferences” (Ritchie, 2010:285) from the sample to a broader 
population (Bryman and Bell, 2003). Furthermore, external validity – in the case of mixed 
methods – can be achieved by triangulation, which is the “use of two or more independent 
sources of data […]” for testing e.g. hypotheses and the corroboration of “research findings 
within a study” (Saunders et al., 2009:154,602). Triangulation is traditionally applied within a 
mixed-method approach where qualitative findings need to be underpinned with quantitative 
collected data or vice versa. According to Buchanan and Bryman (2009:520), triangulation “is to 
do with establishing the convergence, corroboration, and correspondence of results from 
different methods.” Remenyi (1998:170,178) also confirms that triangulation “may minimise 
bias” of collected data, and by citing Gummesson (1991:79) he adds that generalisability 
demonstrates how research findings in one organisation “can form the basis on which such 
processes are understood in others”. Furthermore, Ritchie (2010:277) differentiates between 
RESEARCH METHODOLOGY AND DESIGN  120 
three types of generalisation. The generalisation is reasoned from the sample to the parent 
population from where the sample was selected – referred to as representational; the 
generalisation is reasoned from other cases in “which similar conditions” existing – referred to as 
inferential; and the generalisation is reasoned as a “contribution to generating of enhancing ideas 
and theories” – referred to as theoretical. 
With respect to this research, generalisability is primarily supported through two criteria: the 
sequential-explanatory mixed-method data-collection strategy and the sampling process. The 
mixed-method data-collection strategy was chosen mainly for two reasons. Firstly, and in 
accordance with Ulrich, this strategy delivers the underlying research-data-collection method in 
terms of organisational research from managerial practise, and secondly, it provides for the 
reconciliation of findings from the quantitative research through qualitative methods, namely 
expert interviews for the discussion, confirmation or limitation of the findings to the conceptual 
model and the underlying theory. Consequently, by triangulating the findings, external validity 
and hence, generalisability was enhanced and strengthened. The outcome therefore provides a 
higher portability and potential to also be valid to the population from where the sample was 
deducted. 
Furthermore, the cluster-sampling approach aimed to increase external validity through a 
comprehensive consideration of the population, its characteristics and therefore the purposeful 
deduction of the sample and its size. Since the population consists of 2,000 MNEs from eighteen, 
partly very diverse industries, in which the distribution is also partly quantitatively uneven, a 
cluster sampling approach was chosen. Thereby, each industry represents one cluster; and within 
each cluster different numbers of entities needed to be normalized in order to avoid a sampling 
bias. Since industry moderates the sourcing and governance choice, it was necessary to normalise 
the cluster in such a way that from each cluster a sub-sample would be determined by using a 
random probability sampling algorithm. This method also enables MNE-wide generalisation and 
a comparison between clusters. 
5.8.3 Reliability  
According to Thietart et al. (1999:197), validation “involves” two levels: the reliability of the 
measuring instrument and […] the reliability of the research itself. Therefore, it is recommended 
“to pay attention” to the “communication of methodological information” in order to provide 
transparency to other researchers (Thietart et al. 1999:211). Consequently, reliability is concerned 
with whether other researchers will be able to reproduce the research process, the data collections 
and the findings of the study. Reliability in quantitative methods is primarily understood as the 
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“degree to which a measure of a concept is stable” (Bryman and Bell, 2003:731) and involves 
three factors for determining whether or not a measure of a concept is consistent and therefore 
reliable. The factors are namely: stability, which indicates whether a measure is stable over time; 
internal reliability, which indicates “if the scale or index are consistent” (Bryman and Bell, 
2003:163); and inter-observer consistency, which mainly addresses qualitative methods and the 
question of the subjectivity of the researcher who is involved in the data-collection process. 
Stability in this study is tested through a correlation analysis in order to demonstrate reliability in 
terms of the robustness of the scales and measurement. Internal reliability is tested through 
Cronbach’s alpha which provides widely-accepted tests of internal reliability (Field, 2013), 
whereas Cohen’s kappa is a measure for demonstrating inter-observer consistency. Since this 
study uses qualitative methods only as a tool to triangulate findings from the questionnaire survey 
for the discussion of research results on an expert level. Cohen’s kappa is out of scope for this 
research. In addition to Cronbach’s alpha, further reliability-analysis features from SPSS were 
used in order to demonstrate and address reliability. 
Furthermore, “transparency in how sense was made from the raw data” is also related to 
reliability and research documentation (Saunders, Lewis and Thornhill, 2009:600). To address 
transparency, the methods of data collection are well documented and described in section 5.7, 
and consequently account for the reproducibility of the data-collection tools. 
5.8.4 Limitations of the research design 
Even though the research design and the methodology were developed purposefully 
consideration as possible of the theory that describes how research design and research 
methodology needs to be set up and structured, some limitations still remain and need to be 
addressed. From a research-design perspective, the lack of validity of the qualitative data 
collection phase – the expert discussion –due to the relatively small number of four experts may 
be criticised. Clearly, each data-collection phase in a mixed-method strategy needs to be designed 
purposefully as possible in order to meet the requirements of scientific and academic standards. 
Referring to the chosen research methodology (cp. section 5.4.4), testing of the explanations and 
statements in managerial and practical contexts is essentially in order to validate the findings from 
the primary data-collection phase. To do so, findings have to be discussed based on their 
managerial implications. An enormous effort would be necessary for the discussion of findings 
from the quantitative data-collection phase. From a feasibility perspective, this needs to be 
simplified, and the amount of peer-reviewers needs to be reduced. The categorisation of MNEs 
in general presents another limitation. Since MNEs belong to specific industries with partly 
extremely diverse business models and strategies, it could be argued that, for example, an MNE 
RESEARCH METHODOLOGY AND DESIGN  122 
from the aerospace and defence industry is not comparable to an MNE from the financial 
services sector. In order to take appropriate measures to counteract this circumstance, industry 
itself acts as a moderator in the conceptual model. Furthermore, industry was considered a 
possible source of a sampling bias. Therefore, each industry represents a cluster within this study, 
but again, it could be argued that the size of the samples within each cluster is too small in order 
to run a significant and valid cluster analysis. Increasing the sample size of each cluster might lead 
to more precise results, but this is not feasible is due to time and cost constraints. Therefore, the 
analysis and conclusion sections will emphasise particular attention on the significance and 
potential of result generalisation.  
5.9 Access and ethical considerations 
Bryman and Bell (2003:444) describe gaining access as “one of the key and difficult steps”. Since 
the sample size for the quantitative data-collection phase is relatively high and the pre-test 
showed that non-response risk is given, the participants need to be determined through personal 
contact, namely telephone or email. Additional contact methods were the business-professional 
portals LinkedIn and Xing, which provide contact to millions of professionals from all industries 
and hierarchy levels. In the case of refusals or insufficient response rates, samples needed to be 
replaced by other entities from the population. In order to avoid a sampling bias, the 
replacements needed to be taken from the same sampling cluster. 
With respect to ethical requirements, all survey participants received a guarantee that their data 
entries would be treated in strict confidence. Furthermore, the participants received 
comprehensive information about the objectives of the research. All questions of the 
questionnaire were explained in detail. Since the survey tool was provided on an online-bases, it 
was guaranteed that no information would be logged that may have facilitated a connection 
between the participants identity and his or her answers. Full anonymity was therefore also 
ensured from a technical standpoint. Additionally, the expert interviews were recorded and sent 
to the interviewees for final approval and comments. 
5.10 Conclusions 
In summary, this section presented the objectives of the research, the research questions, the 
philosophical underpinnings of this study, and the way the research needs to be designed in order 
to answer the research questions. Furthermore, a conceptual model was developed and deducted 
from theory and linked to the data-collection methodology. Measures were taken to strengthen 
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validity and reliability. Limitations of the study design as well as ethical and access aspects of the 
study were discussed. 
In accordance with Ulrich (1981), this research uses a sequential-explanatory mixed-method data-
collection strategy and cluster sampling for the research of marketing-process sourcing and 
allocation in multinational enterprises. Consequently, this study performs practical research in 
business economics in two steps: the acquisition and the interpretation of problem-relevant 
empirical-scientific theories and scientific knowledge using qualitative methods – in this case an 
online questionnaire and further use and testing of the explanations and statements in managerial 
and practical contexts – namely through expert interviews in order to discuss the findings (cp. 
Section 5.4) 
Last but not least, this section illustrates how validity and reliability were enhanced and which 
limitations this research reveals. The next section provides details about the data analysis and 
discusses the findings and outcomes of the data-collection phase. 
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6 DATA ANALYSIS 
6.1 Introduction 
The following sections address the process-oriented analyses of the quantitatively collected data 
using SPSS statistics. The collected data will first be preliminarily analysed in order to find errors 
and faulty data entries (section 6.2). Then the collected data will be explained on the basis of 
descriptive statistics in order to demonstrate how the data’s nature is structured. Precisely, 
categorical variables will be explained on a percentage level, the normality of the variables will be 
considered and, further, the dataset will be tested for outliers (section 6.3). Detailed hypotheses 
tests will address the reliability of the scales, correlations between predictors and the dependent 
variables through regression analysis (cp. section 6.4). Finally, the chapter ends with a summary 
(section 6.5). 
6.2 Preliminary analysis and error correction 
Before data analysis is begun, a comprehensive validation for errors and outliers is necessary 
(Pallant, 2010). The error check procedure was performed in three steps: firstly, all categorical 
variables were tested, secondly, all other variables were tested and, thirdly, errors in the data set 
were corrected. Since the questionnaire was setup online, relatively few errors occurred, and only 
unfinished surveys needed to be sorted out. All scales and their values were pretested, resulting in 
no errors. All questions on the questionnaire needed to be answered, eliminating the possibility 
of any missing answers. Progression to next page was only possible once the current question had 
been completed. Consequently, only surveys that were stopped prematurely and not completed 
were deleted from the data set.  
As described in section 5.7 on page 109, response rate risk is a special threat to the data collection 
process. Affirming this conclusion, the pre-test showed that not approaching enterprises 
personally results in very low response rates. Therefore, most of the samples were approached 
directly and repeatedly through LinkedIn professional services. The platform offers a premium 
search account which allows the specification of search queries by company and job description 
and significantly increases response quality and rating. Nonetheless, not all responses were 
successful and unfinished questionnaires had to be accepted. Table 6.1 shows that 39 
questionnaires could not be used and needed to be discarded. Comparing unfinished 
questionnaires with the categorical variable “industry”, it can be seen that unfinished 
questionnaires were submitted from nearly all industries (cp. Figure 6.1).  
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Table 6.1: Finished vs. unfinished questionnaires 
 Frequency Percent Valid Percent Cumulative Percent 
Valid unfinished 39 12.5 12.5 12.5 
Finished 272 87.5 87.5 100.0 
Total 311 100.0 100.0  
Source: Author (transferred from SPSS) 
Figure 6.1: Bar chart finished vs. unfinished responses 
 
Source: Author (transferred from SPSS) 
6.3 Descriptive statistics 
This section provides an overview of the collected data from the quantitative research phase. It 
aims to illustrate the distribution of the data along the scales and from category to category. 
Furthermore, violations and errors need to be detected and if possible corrected before applying 
statistical models. First, all variables are explored and checked for normality. 
6.3.1 Categories 
Individual categorical variables of this research were introduced in section 4.3 on page 86. These 
are job description, industry, revenues, corporate governance model, and enterprise size in terms 
of headcount. Literature recommends frequencies for exploring categorical variables (Pallant, 
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2010; Field. 2013). Exploring categories is mainly concerned with quantities and consequently not 
with means, standard deviations and so on. 
Table 6.2 shows the distribution of the responses according to enterprise size. The samples are 
skewed slightly positive (.271) towards enterprise size of 25.000 to 49.000 people. Consequently, 
the generalisation and implications drawn from this research predominantly address MNE’s of 
the above-described enterprise size in terms of number of employees. 
Table 6.2: Frequency of enterprise size 
 Frequency Percent Valid Percent Cumulative Percent 
Valid 2.500 to 4.999 Employees 3 1.0 1.1 1.1 
5.000 to 9.999  Employees 3 1.0 1.1 2.2 
10.000 to 24.999 Employees 66 21.2 24.3 26.5 
25.000 to 49.999 Employees 99 31.8 36.4 62.9 
50.000 to 99.999 Employees 74 23.8 27.2 90.1 
100.000 or more Employees 27 8.7 9.9 100.0 
Total 272 87.5 100.0  
Missing System 39 12.5   
Total 
311 100.0   
Source: Author (transferred from SPSS) 
Table 6.3 on the following page illustrates responses grouped by industry. As described in the 
sampling procedures (cp. Section 5.7.1), a cluster sampling followed by a random selection 
approach was chosen in order to minimise bias in terms of industry. During the data collection 
phase it was not completely feasible to collect data from all industries in equal measure. The 
response rate from aerospace and defence, agriculture, healthcare, pharmaceuticals and 
biotechnology, as well as retailing and telecommunication was lower than from other industries. 
Predominantly aerospace and defence (2 responses), agriculture (7 responses), healthcare, 
pharmaceuticals and biotechnology (8 responses) display lower response rates when compared 
with other industry groups (18 responses on average). Even though an attempt was made to 
exchange samples from an industry cluster for a new sample, willingness to participate was 
especially low in these three categories and potential respondents refused to participate because 
of compliance policies at their enterprise. As a consequence, generalisations towards these 
industries are addressed in the section on limitations and the discussion in section 8.3 on page 
175. 
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Table 6.3: Industry frequency 
 Frequency Percent Valid Percent Cumulative Percent 
Valid Aerospace and defence 2 .6 .7 .7 
Agriculture 7 2.3 2.6 3.3 
Automotive 18 5.8 6.6 9.9 
Chemicals and textiles 18 5.8 6.6 16.5 
Construction and real estate 18 5.8 6.6 23.2 
Electronic and electrical equipment, household 
goods and products 
18 5.8 6.6 29.8 
Engineering and machinery 18 5.8 6.6 36.4 
Financial services 18 5.8 6.6 43.0 
Food, beverages and tobacco 18 5.8 6.6 49.6 
Healthcare, pharmaceuticals and 
biotechnology 
8 2.6 2.9 52.6 
Leisure, entertainment, media and publishing 18 5.8 6.6 59.2 
Mining, oil and gas 16 5.1 5.9 65.1 
Professional services 17 5.5 6.3 71.3 
Retailing 13 4.2 4.8 76.1 
Telecommunications 12 3.9 4.4 80.5 
Travel, tourism and transport 17 5.5 6.3 86.8 
Utilities 18 5.8 6.6 93.4 
Other 18 5.8 6.6 100.0 
Total 272 87.5 100.0  
Missing System 39 12.5   
Total 311 100.0   
Source: Author (transferred from SPSS) 
The distribution of the corporate governance model among the surveyed enterprises shows that 
the corporate headquarters governance models are more or less equally distributed with a slight 
tendency to the financial holding model (cp. Table 6.4). This circumstance might occur since all 
enterprises from the sample are listed companies and therefore emphasise a financial and 
shareholder focus, which is usually best supported by a financial holding model (Dressler, 2004). 
Table 6.4: Corporate governance model frequency 
 Frequency Percent Valid Percent Cumulative Percent 
Valid Operational Holding/Head Office 75 24.1 27.6 27.6 
Strategic Management Holding 93 29.9 34.2 61.8 
Financial Holding 104 33.4 38.2 100.0 
Total 272 87.5 100.0  
Missing System 39 12.5   
Total 311 100.0   
 
Source: Author (transferred from SPSS) 
In terms of group revenue, the distribution among the requested five categories can be 
considered balanced. 19.1 percent of the evaluated enterprises posted  revenues between $500 
million and $1 billion in the 2013 fiscal year, 19.9 percent posted between $1 billion and $5 
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billion, 26.1 percent posted between $5 billion and $15 billion, 23.9 percent posted between $15 
billion and $50 billion and 11 percent posted more than $50 billion (cp. Table 6.5). 
Table 6.5: Group revenue frequency 
 Frequency Percent Valid Percent Cumulative Percent 
Valid $500 million to $1 billion 52 16.7 19.1 19.1 
More than $1 billion to $5 billion 54 17.4 19.9 39.0 
More than $5 billion to $15 billion 71 22.8 26.1 65.1 
More than $15 billion to $50 billion 65 20.9 23.9 89.0 
More than $50 billion 30 9.6 11.0 100.0 
Total 272 87.5 100.0  
Missing System 39 12.5   
Total 311 100.0   
Source: Author (transferred from SPSS) 
Job description was taken into consideration, since the definition and recognition of marketing 
activities and processes might vary within an organisational executive level. It was assumed that a 
department manager may interpret a process map differently than a senior executive or chief 
executive officer. Analysing job description as a categorical variable shows that integrity may not 
be given since it was not possible to receive responses from people above a top managerial level. 
More precisely, it was not possible to receive responses from chief executive officers, chairmen 
or senior executives (cp. Table 6.6). Since the distribution in this group is very uneven – almost 
40% of the responses were given by line executives ─ the outcome and the discussion of the 
research needs to reflect this factor. 
Table 6.6: Job description frequency 
 Frequency Percent Valid Percent Cumulative Percent 
Valid Chief officer 33 10.6 12.1 12.1 
Executive vice-president/vice-president 102 32.8 37.5 49.6 
Line executive (e.g. VP of marketing, 
manufacturing, operations, sales) 
50 16.1 18.4 68.0 
Department manager 29 9.3 10.7 78.7 
Regional manager 34 10.9 12.5 91.2 
Other 24 7.7 8.8 100.0 
Total 272 87.5 100.0  
Missing System 39 12.5   
Total 311 100.0   
Source: Author (transferred from SPSS) 
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6.3.2 Normality testing 
Since statistical models basically use means and their variances in order to determine meaningful 
statements in terms of generalisation, reliability and significance, scores usually “need to be 
trimmed in order to fulfil the assumption of normality of the mean” (Field, 2013:168). However, 
trimming and the avoidance of bias through transformation may lead to new data sets, which may 
fulfil the assumption of normality but most likely also possess a bias because of the mathematical 
transformations (Buchanan and Bryman, 2009; Pallant, 2010). For example, the transformation of 
a dataset with logarithms changes the hypothesis to be tested in two ways: firstly, it changes the 
scores from arithmetic means to geometric means, and, secondly, the whole construct itself needs 
to be reconsidered and rethought in order to guarantee that the interpretation of the outcomes 
take all transformations made into account (Field, 2013). However, the normality of the 
distribution is emphasised for statistical reasons - namely linearity. Such a theorem needs to be 
reflected under given conditions. Firstly, according to what is actually going to be tested (e.g. the 
difference between means), the data itself doesn’t need to be distributed normally, but the tested 
difference must be. Analogous to this example, the same argumentation is valid in terms of the 
“relationships” between variables. In this case, the sampling distribution has to be distributed 
normally and not the means (Field, 2013). Consequently, it is not automatically about the 
normality of the data itself, but rather about the normality of what is going to be statistically 
tested in accordance with the means. Furthermore, as discussed in section 5.8.3 on page 120, the 
reliability of the model and its consistency will be tested using regression procedures which aren’t 
based on a comparison of means. Whereas the reliability of the scores matters most, the 
normality of the distribution of the depending variables is consequently not the main concern of 
the dataset (Author: in particular against the backdrop of large sample size as mentioned above in 
this section). Since the objective of transformations is the avoidance or correction of any possible 
bias and therefore robustness in terms of statistical applicability of dataset, SPSS provides 
bootstrapping in order to deal with potentially violated assumptions in terms of data accuracy. 
Bootstrapping is a robust analysis add-on, which can examine data that possibly include a 
violation of normality, possess outliers or lack robust measures. According to Field (2013:871), 
bootstrapping can be described as “a technique from which the sampling distribution of a 
statistic is estimated by taking repeated samples (with replacement) from the data set (in effect, 
treating the data as a population from which the smaller samples are taken). The statistic of 
interest (e.g., the mean or b-coefficient) is calculated for each sample, from which the sampling 
distribution of the statistic is estimated. The standard error of the statistic is estimated as the 
standard deviation of the sampling distribution created from the bootstrap samples. From this, 
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confidence intervals and significance tests can be computed”. In order to avoid bias or 
interpretation issues resulting from the transformation of data because of a violation of 
assumptions, the bootstrapping option will be applied to statistical operations like correlation and 
regression analysis if possible. 
However, normality and the above-described procedures can be considered also from the so-
called “central limit theorem (CLT)” which means “that there are variety of situations in which 
we can assume normality regardless of the shape of the sample data” (Field, 2013:170) by citing 
Lumley, Diehr, Emerson and Chen (2002). Basically, the CLT allows normality testing to be 
ignored if the sample size is big enough if compared to the size of the population, and, because 
of the size of the sample, it can be estimated that normality is given nonetheless. This assumption 
is valid for confidence intervals or significance tests and other model parameters (Field, 
2013:172). However, the main concern comes logically from what is “big enough” and what not. 
Field (2013) recommends considering how tailed distributions are. E.g., for lightly-tailed 
distributions, small samples compared to the size of the population can be already considered 
“big enough”, whereas, for heavily-tailed distributions, the sample size needs to be five or more 
times higher in order to fulfil the CRT’s requirements. In terms of this research, the distribution 
of the values of the predictors can be considered lightly-tailed, and the CRT can thus be applied, 
meaning that the samples size of 272 indicates that the distribution of the data can be considered 
normal. 
6.3.3 Consideration of outliers 
Grubbs (1969:1) defines an outlier as the following: “an outlying observation may be merely an 
extreme manifestation of the random variability inherent in the data. On the other hand, an 
outlying observation may be the result if gross deviation from prescribed experimental procedure 
or an error in calculating or recording the numerical value.” In other words, “an outlier is a score 
very different from the rest of the data”, (Field, 2013:165). Literature recommends several ways 
for dealing with outliers. Firstly, in some cases outliers have to be respected since they represent 
extreme or special cases within a sample or population (Grubbs, 1969). In other cases outliers 
occur because of misunderstandings or typing errors (Saunders et al., 2009; Pallant, 2010) and 
need to be corrected manually or dropped from the data set. Table 6.7 on the following page 
shows detected outliers and their treatment. 
  
DATA ANALYSIS  131 
Table 6.7:  Data set outliers and their treatment 
Variable Item Cases Value Treatment 
Asset Specificity: Market 
Research 
(PC_1+BC_1)/2 43, 142 0 
Drop cases from statistics and all analysis 
since these cases are invalid (response 
“don’t know/ - 1” 
Asset Specificity: Product 
Development 
(PC_2+BC_2)/2 12, 17 0 
Asset Specificity: Branding (PC_4+BC_4)/2 17 0 
Asset Specificity: 
Communication 
(PC_5+BC_5)/2 180, 211 0 
Asset Specificity: Customer 
Management 
(PC_7+BC_7)/2 12, 13 0 
Asset Specificity: Direct 
Marketing 
(PC_8+BC_8)/2 178, 201 0 
Asset Specificity: Marketing 
Management 
(PC_10+BC_10)/2 43 0 
Technological Uncertainty: 
Market Research  
(TSD_1+STAND_1)/2 43, 150, 240 0 Drop cases from statistics and all analysis 
since these cases are invalid (response 
“don’t know/ - 1” 
Technological Uncertainty:  
Product Development 
(TSD_2+STAND_2)/2 118, 142 1 No special treatment necessary, values are 
not extremely outlined 
Technological Uncertainty:  
Product Development 
(TSD_2+STAND_2)/2 3 0 
Drop cases from statistics and all analysis 
since these cases are invalid (response 
“don’t know/ - 1” 
 
Technological Uncertainty: 
Pricing 
(TSD_3+STAND_3)/2 30, 67 0 
Technological Uncertainty: 
Branding 
(TSD_4+STAND_4)/2 17 0 
Technological Uncertainty: 
Communication 
(TSD_5+STAND_5)/2 47, 108 0 
Technological Uncertainty: 
Supply Chain Management 
(TSD_6+STAND_6)/2 58 0 
Technological Uncertainty: 
Customer Management 
(TSD_7+STAND_7)/2 77, 109 0 
Technological Uncertainty: 
Direct Marketing 
(TSD_8+STAND_8)/2 11, 12, 201 0 
Technological Uncertainty: 
Marketing Controlling 
(TSD_9+STAND_9)/2 14, 93, 188 0 
Technological Uncertainty: 
Marketing Management 
(TSD_10+STAND_10)
/2 
18, 144, 230 0 
Cultural Dependencies: 
Market Research 
CD_1 18 0 
Drop cases from statistics and all analysis 
since these cases are invalid (response 
“don’t know/ - 1” 
 
Cultural Dependencies: 
Product Development 
CD_2 44 ,230 0 
Cultural Dependencies: 
Pricing 
CD_3 78, 250 0 
Cultural Dependencies: 
Branding 
CD_4 160 0 
Cultural Dependencies: 
Communication 
CD_5 71, 117, 160 0 
Cultural Dependencies: 
Supply Chain Management 
CD_6 22, 86 0 
Cultural Dependencies: 
Customer Management 
CD_7 33, 74 0 
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Cultural Dependencies: 
Direct Marketing 
CD_8 18, 22, 51 0 
Cultural Dependencies: 
Marketing Controlling 
CD_9 7, 23 0 
Cultural Dependencies: 
Marketing Management 
CD_10 8, 218 0 
Strategic Relatedness 
SR_1 19, 43, 85, 
130, 149, 
228, 270 
0 
Drop cases from statistics and all analysis 
since these cases are invalid (response 
“don’t know/ - 1” 
 
SR_2 20, 54, 104, 
185, 203, 
217, 253 
0 
Relational Capability 
Building Mechanism 
RCBM_1 8, 43, 61, 80, 
177 
0 
RCBM_2 27, 54, 108, 
202, 265 
0 
Cooperative Experience 
CE_1 17, 33, 107, 
18, 208 
0 
CE_2 5, 40, 111, 
160, 220, 
234 
0 
CE_3 21, 43, 51, 
69, 100, 201, 
230 
0 
Source: Author (transferred from SPSS) 
After having discussed outliers and how to treat them, the next section describes the testing of 
the hypotheses, the reliability of the corresponding scales, correlations between variables and the 
regression analysis of the models. 
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6.4 Testing of the hypotheses 
In order to provide reliable and valid conclusions, literature emphasises three main areas which 
have to be examined. Firstly, the reliability of the scale has to be shown by calculating the 
Cronbach’s Alpha. As discussed in section 5.8.3 on page 120, internal reliability and, 
consequently, the reliability of scores are tested through Cronbach’s alpha, which provides 
widely-accepted tests of internal reliability (Field, 2013), and, further, “one of the main issues 
concerns the scale’s internal consistency”(Pallant 2010:97). In order to deal with this demand for 
internal consistency “methods have been developed to estimate reliability coefficients that 
measure the internal cohesion of a scale” (Thietart et al. 1999:203). “One of the most commonly 
used indicators of internal consistency is Cronbach’s alpha coefficient” (Pallant 2010:97). Thietart 
et al. (1999:203) further state that “values equal to .7 or above it are generally accepted” and show 
reliability of the scales. Further investigation in Cronbach’s alpha led to the conclusion that the .7 
threshold is a very general measure. Field (2013:709) states, by citing several sources, that the 
coefficient depends on the research area, the number of items on a scale and the number of 
variables which were tested and warns explicitly to follow “general guidelines” in terms of the 
estimation of the reliability of a scale and to rather focus on “interpreting and explaining” the 
calculated alpha. 
A further aspect of hypotheses and research testing are correlations between variables. 
“Correlation analysis is used to describe the strength and direction of the linear relationship 
between two or more variables” (Pallant, 2010:128). The detection of correlations provides an 
opportunity to develop models from the collected data and also makes outcomes predictable. 
Accordance to this study, the objective is to understand how several variables derived from 
transaction-cost economics and resource-based theory interact with governance and sourcing 
choices for marketing processes. The described factors or, in other words, “variables” correlate 
with different options of governance choice assumingly. Data for the testing of the model 
deducted from theory or its correlating variables was collected by using quantitative methods. In 
statistics, relationships and correlations are expressed mainly through covariance and correlation 
coefficients (Field, 2013). The analysis of correlation objectives aims to show whether the 
calculated levels of specificity correlate with governance and sourcing options or not. This means 
that the correlations of the subscales of the levels calculated in SPSS are not within the scope of 
this section. Correlations of the subscales belong to the section on reliability of scales and the 
regression and model-testing section. SPSS provides three significance tests for demonstrating 
correlations: Pearson’s correlation, Spearman’s correlation, and Kendall’s tau-b. Kendall’s tau is 
primarily intended for a “small data set with large number of ranks” (Field, 2013:278) and is 
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therefore not suitable for this research. Spearman’s correlation coefficient also works on ranked 
data, which is not given in this data set, which consequently implies that this procedure is also 
not applicable. According to literature, the Pearson’s correlation coefficient r provides the most 
common and applicable procedure to demonstrate standardised correlation coefficients (Pallant, 
2010; Field, 2013) and will therefore be used for to determine correlations. The Pearson’s 
correlation of r = 0.1 to 0.29 indicates a small correlation, 0.30 to 0.49 indicates a medium 
correlation and 0.50 to 1 indicates a large correlation. Furthermore, the squared r can be used to 
describe “how much variance” the variables share (Pallant, 2010:134). 
Last but not least, the model itself will be tested using regression procedures to show that the 
variance is free from systematic and random measurement errors. Regressions are described in 
literature to examine and analyse correlation-based interrelations on a more sophisticated level 
than SPSS’s standard correlation tests (Pallant, 2010). Regression analysis can also be examined in 
order to predict “the value of a dependent variable from one or more independent variables” 
(Saunders, Lewis and Thornhill, 2009:451) and consequently test statistical significance and 
model accuracy. Regression analysis emphasises several terms like “regression coefficient”, 
“regression equation”, and “multiple regression” in literature which will be explained first before 
applying the procedure to the data set. According to Bryman and Bell (2003:599), regression 
analysis circumscribes “the process of calculating a regression coefficient and regression equation 
using one independent variable and one dependent variable”. With regard to the conceptual 
model (cp. Figure 4.2 on page 81), the predicted outcome is categorical – the governance choice 
–, while the independent variables are Likert-scales. According to Field (2013:761), “predicted 
membership of more than two categories we use multinomial logistic regression”. Furthermore, 
the level of strategic specificity is calculated based on the variables’ complementary capabilities, 
strategic relatedness, relational capability building mechanism, and cooperative experience. 
According to Field (2013), equations with one continuous outcome variable and more than two 
continuous predictor variables can be considered by linear models like linear regression or 
Pearson correlation (cp. Section 4.2 on page 84). 
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6.4.1 Reliability of the scales 
Standard reliability testing for scales from SPSS was chosen in order to demonstrate internal 
consistency using Cronbach’s alpha. The scales tested showed acceptable (α=~ .70) to very good 
(α=~.90) results for most of the variables (cp. Table 6.8 on page 137 and Table 6.10 on page 
139). It is notable, that only technological uncertainty of product development (α=.605), 
branding (α=.576), customer management (α=.473) and strategic relatedness (α=.364) showed 
only a medium accuracy of internal consistency for the named processes but not for the scale in 
general. Research regarding Cronbach’s alpha has shown that reliability coefficients of .70 are 
widely-accepted (Field. 2013). However, research supports under certain circumstances like 
homogenous samples values of .60 as an acceptable level (Bernardi, 1994). Furthermore, Peterson 
(1994) argues that for new scales values of 0.5 or above are acceptable as well. Although the 
reliability of such scales is still acceptable, they have to be treated with caution. 
Consequently and as a matter of fact, the item creation has to be considered with regard to 
limitations and reliability as well. Since the application of the described theories (cp. section 3.3.2 
on page 51) does not provide comprehensively tested scales for marketing process evaluation and 
the research design is setup as a sequential-explanatory approach (cp. section a5.4.3 on page 98), 
the items of the measurement tool were deducted from theory and managerial practice with 
greatest circumspection. As described in the summary of chapter 4 on page 87, the hypotheses 
are linked to several sources which explain the chosen variables with regard to the items of each 
corresponding scale. Furthermore, asset specificity operationalised by complexity and process 
criticality, technological uncertainty deducted from standardisation and frequency and 
technological distinctness, and cultural dependencies as single item measurement are well known 
in process assessment tools from managerial practice (cp. section 3.4 on page 68). The 
application of such items is therefore comprehensible but however containss limitations with 
regard to reliability in general. This circumstance will be further addressed in the limitation 
chapter later on.  
According to cultural dependencies, Cronbach’s alpha cannot be calculated, since the scale has 
only one item (cp. Chapter 5, section 5.8.4 on page 121). Therefore Cronbach’s alpha is the 
wrong measurement to justify internal reliability and robustness of this scale. On the one hand, 
single item measurements “are deemed to be notoriously unreliable, both because measurement 
errors of the individual items are not smoothed out by the summation of the item-scores to a 
total score and because inconsistent responses may be obtained in successive administration of 
the research instrument” (Fuchs and Diamantopoulos, 2009:201). But there is also evidence that 
“additional items can significantly inflate error term correlation and thereby reduce the informal 
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value added items” (Drolet and Morrision, 2001:200). Other research also showed that multiple 
items lead to a bias “in which subjects tend to try to maintain consistency in their responses of 
similar questions” (Podsakoff et al., 2003:881). Furthermore, “there is evidence suggesting that 
single-items can be very reliable” (Shamir and Kark, 2004). In order to decide whether a single 
item measurement can be used or not, literature recommends several aspects to consider. 
Following Drolet and Morrision, (2001:206), a single item measurement is acceptable if 
“constructs are established concretely”, the construct itself is “unidimensional or extremely 
complex”, semantic redundancy is probably high, the “primary role of the construct is ideally 
considered to be a moderator or a control variable” and the “sampling population is diverse and 
the sample size limited”. Process dependencies and cultural dependencies interact in such a way 
that some tasks, functions or activities demand knowledge about cultural conditions and 
circumstances, whereas other activities are independent of cultural conventions. E.g. customer 
management and communication procedures demand specific knowledge about the cultural 
environment where the operations take place, whereas marketing management or market 
research is independent of cultural conventions. Comparing cultural dependencies or behavioural 
uncertainty with the above-mentioned criteria, it is to summarise that concreteness of the 
construct is given since the term itself is widely used in managerial practice (cp. Section 3.4) and 
well-established in location assessment models (Dressler, 2007; Dunning, 2008; Dunning, 2009). 
Besides this, the terms “culture” and “dependencies” tend to be complex and possess semantic 
redundancy (cp. section 3.3.2.2 on page 53). Furthermore, the sampled population is diverse and 
the sample size limited. The primary role of the construct is not to function as a control variable 
or moderator but rather as an independent variable. Concluding, the nature of the item “cultural 
dependencies” provides few counter-arguments for not designing this variable as a single-item 
scale. 
In addition to Cronbach’s alpha, factor loadings were also used to demonstrate internal validity. 
Factor loadings show the relationship of each item on a factor basis and therefore also express 
validity with regards to the design of the scales. Field (2013:875) further states that “factor 
loading is the regression coefficient of a variable for the linear model that describes a latent 
variable of factor in factor analysis”. He further explains that “the factor loading can be thought 
of a Pearson correlation between a factor and a variable […] which squared obtains a measure of 
the substantive importance of a particular variable to a factor”. Consequently, the closer the value 
is to 1, the higher the importance – in this case – of an item for the variable. According to 
literature, values above 0.5 represent a good fit and therefore demonstrate internal validity. With 
regard to Hutcheson and Sofroniou (1999), cited by Field (2013:684) and the determined factor 
loadings shown in Table 6.9 on page 138 and Table 6.10 on page 139, scales between “middling” 
or .80 and “marvellous” or .90 are considered, as these sufficiently demonstrate internal validity. 
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Table 6.8: Cronbach's alpha of process-specific factors (PSF) 
Variable Item Question Cronbach's Alpha 
   
Market 
Research 
Product 
Development 
Pricing Branding Communication 
Supply 
Chain 
Management 
Customer 
Management 
Direct 
Marketing 
Marketing 
Controlling 
Marketing 
Management 
             
Asset 
Specificity 
PC 
How complex are the 
following processes in 
your organisation 
conditioned? 
.891 .735 .712 .878 .900 .769 .880 .707 .655 .811 
BC 
How business critical are 
the following processes 
in your organisation 
Technological 
Uncertainty 
TSD 
How technical- and 
system- driven are the 
following processes in 
your organisation? 
.914 .605 .637 .576 .671 .764 .473 .692 .767 .744 
STAND 
How standardized are 
the following processes 
in your organisation? 
Cultural 
Dependencies 
CD 
What is the level of 
cultural dependencies of 
the following processes 
in your organisation? 
--- --- --- --- --- --- --- --- --- --- 
Source: Author (transferred from SPSS) 
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Table 6.9: Factor loadings of process-specific factors (PSF) 
Variable Item Question Factor Loadings 
   
Market 
Research 
Product 
Development 
Pricing Branding Communication 
Supply 
Chain 
Management 
Customer 
Management 
Direct 
Marketing 
Marketing 
Controlling 
Marketing 
Management 
             
Asset 
Specificity 
PC 
How complex are the 
following processes in 
your organisation 
conditioned? 
.950 .890 .881 .946 .973 .901 .991 .880 .872 .919 
BC 
How business critical are 
the following processes 
in your organisation 
.950 .890 .881 .946 .973 .901 .991 .880 .872 .919 
Technological 
Uncertainty 
TSD 
How technical- and 
system- driven are the 
following processes in 
your organisation? 
.960 .847 .857 .838 .872 .900 .823 .894 .910 .918 
STAND 
How standardized are 
the following processes 
in your organisation? 
.960 .847 .857 .838 .872 .900 .823 .894 .910 .918 
Cultural 
Dependencies 
CD 
What is the level of 
cultural dependencies of 
the following processes 
in your organisation? 
--- --- --- --- --- --- --- --- --- --- 
Source: Author (adapted from SPSS) 
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Table 6.10: Factor loadings and Cronbach's alpha of strategic-specific factors (SSF) 
Variable Item Question Factor Loadings Cronbach's Alpha 
     
Complementary 
Capabilities 
CC_1 
Marketing process reallocation towards contractual and market governance demands that a potential partner 
complements our service capabilities 
.813 
.684 CC_2 
Complementary capabilities between a potential sourcing partner for marketing processes and our organisation 
influence our outsourcing decisions positively. 
.740 
CC_3 
The level of complementary capabilities between our organisation and a potential supplier influences our 
outsourcing decision positively 
.796 
Strategic 
Relatedness 
SR_1 
Marketing process reallocation towards contractual and market governance demands that the strategic positioning 
of the potential partner is related to our strategic positioning 
.783 
.364 
SR_2 
Exchange partnerships in our organisation are built on the level of strategic relatedness between our organisation 
and a potential external partner. 
.783 
Relational 
Capability 
Building 
Mechanism 
RCBM_1 
Marketing process reallocation towards contractual and market governance demands that our organisation has the 
ability to integrate, build and reconfigure service and process resources 
.856 
.636 
RCBM_2 
Process reengineering, process optimisation and standardisation increase contracting towards market supply and 
sourcing 
,856 
Cooperative 
Experience 
CE_1 
Marketing process reallocation towards contractual and market governance demands that our organisation needs 
to build up and maintain sourcing experience 
,877 
,757 
CE_2 Learning and increasing sourcing experience foster outsourcing and external contracting activities. ,824 
CE_3 
Outsourcing and external contracting increases in our organisation through increasing experience in outsourcing, 
offshoring and BPO. 
,773 
Source: Author (transferred from SPSS) 
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6.4.2 Process-specific factors (PSF) 
The next section is dedicated to the analysis of the process-specific elements of this research. A 
multinomial logistic regression method was applied in order to test the model which is described 
in section 4.1 on page 80. Since the model has to be tested for each process requested within the 
questionnaire, the following analysis is subdivided according to process. Tests which led to 
insignificant results are not shown in tables but described in a short summary that explains why 
the null hypothesis is preferred as opposed to the alternative hypothesis. Additionally, all SPSS 
outputs are available in the appendices. 
6.4.2.1 Market research7 
The multinomial regression of the process market research showed that 267 valid responses were 
analysed. The distribution in terms of governance choice and sourcing is as follows: 29.2 percent 
(N=78) of the sample are sourcing market research to alliances of joint ventures, 42.7 percent 
(N=114) to contractual scenarios and 28.1 percent (N=75) to market actors. Overall it must be 
determined that none of the sample enterprises locate market research inside their enterprise. 
Furthermore, the log-likelihood analysis of the information that fits the model shows significantly 
that the model explains the variability of the data in terms of suitability for market research. 
Model fitting is further supported by insignificant Pearson (p = .071) and deviance statistics (p = 
.106).  
Continuing with Table 6.11 on page 142, a likelihood ratio test was performed in order to show 
the “significance of predictors to the model” (Field, 2013:807). The results show the significant 
primary effects of asset specificity χ2(2) = 39.946, p < .001 and cultural dependencies χ2(2) = 
38.996, p < .001, whereas technological uncertainty has no significant statistical effect on 
governance and sourcing choice for market research χ2(2) = 3.916, p = .141. Furthermore, the 
estimated parameter output (cp. Table 6.12 on page 142) shows the actual effect of asset 
specificity and technological uncertainty. The table is split into two parts because of the 
dimension of governance and sourcing choice for market research (Author’s note: here 
alliances/JV, contractual and market). The first half of the table addresses alliances/JV versus 
market governance and demonstrates under which circumstances alliances or joint ventures are 
preferred over market governance. Asset specificity as a determining process-specific factor 
                                                 
 
7 The SPSS outputs are available in the appendices section G. Multinomial regression SPSS output market research 
on page 252 
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significantly predicts whether market research is sourced to alliances/JV or market, b = 1.247, 
Wald χ2(1) = 9.817, p = .002. The odds ratio Exp(B) = 3.480 further demonstrates that an 
increase in asset specificity tends against market governance, or, in other words, the higher the 
asset specificity, the higher the probability that market governance scenarios are penalised. 
Considering the second half of the report, asset specificity also significantly predicts whether 
market research is sourced to contractual solution providers or to the market, b = -.758, Wald 
χ2(1) = 4.016, p = .045. But in this case, the odds ratio Exp(B) = .469 demonstrates that with 
increasing asset specificity contractual scenarios become less likely to be chosen than market 
governance. Concluding, it is not possible to reject or accept one hypothesis for the process of 
market governance in general. Considering alliances or joint ventures compared to market 
governance, the null hypothesis has to be rejected, and, considering that the alternative 
hypothesis can be accepted but only when comparing contractual with market governance, the 
null hypothesis has to be accepted. HA
PSF-a: The higher the asset specificity of a market research 
project, the higher the probability that the sourcing potential is directed against market 
governance if the alternative scenario is alliances or joint ventures. 
As already mentioned above, technological uncertainty seems to have no significant effect on the 
outcome of the model. For alliances/JV compared to market, b = .690, Wald χ2(1) = 1.881, p = 
.170 and for contractual compared to market, b= .078, Wald χ2(1) =.023, p = .880, the null 
hypothesis has to be accepted. H0
PSF-b: Technological uncertainty has no impact on governance 
choice for market research. 
Regarding cultural dependencies in market research sourcing questions, the comparison of the 
preference for alliances/JV or market governance was proved to be significant: b = .790, Wald 
χ2(1) = 4.177, p = .041. The odds ratio Exp(B) further shows that an increase in cultural 
dependencies fosters decisions against market governance. Comparing contractual and market 
was also found to be significant: b = 2.008, Wald χ2(1) = 30.298, p < .001. This had the same 
effect on Exp(B) as alliances/JV versus market. Turning this effect around, the null hypothesis 
can be rejected and the alternative hypothesis has to be accepted. HA
PSF-c: The lower the 
behavioural uncertainty, the higher the probability that the sourcing potential is directed towards 
contractual and market governance. 
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Table 6.11: Likelihood ratio test: market research 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of Reduced Model Chi-Square df Sig. 
Intercept 154.827 70.888 2 .000 
Asset Specificity: Market Research 123.885 39.946 2 .000 
Technological Uncertainty: Market Research 87.855 3.916 2 .141 
Cultural Dependencies: Market Research 122.935 38.996 2 .000 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by omitting an effect from 
the final model. The null hypothesis is that all parameters of that effect are 0. 
Source: Author (adapted from SPSS) 
 
Table 6.12: Parameter estimates: market research 
Governance and Sourcing Choice: Market Research
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Alliance/JV Intercept -5.833 .906 41.424 1 .000    
Asset Specificity: Market Research 1.247 .398 9.817 1 .002 3.480 1.595 7.591 
Technological Uncertainty: Market Research .690 .503 1.881 1 .170 1.993 .744 5.342 
Cultural Dependencies: Market Research .790 .386 4.177 1 .041 2.202 1.033 4.696 
Contractual Intercept -3.105 .746 17.334 1 .000    
Asset Specificity: Market Research -.758 .378 4.016 1 .045 .469 .223 .983 
Technological Uncertainty: Market Research .078 .519 .023 1 .880 1.081 .391 2.992 
Cultural Dependencies: Market Research 2.008 .365 30.298 1 .000 7.447 3.643 15.221 
a. The reference category is: Market. 
Source: Author (adapted from SPSS) 
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6.4.2.2 Product development8 
The multinomial regression for the process product development showed that 269 valid 
responses were analysed. The distribution among the sample is 32 percent (N=86) assigned to 
hierarchical governance, 42.4 percent (N=114) to institutional approaches and 25.7 percent 
(N=69) to alliances or joint ventures. Product development is consequently never outsourced nor 
purchased from an external market actor. The model fitting shows that the model explains the 
variability of the data significantly χ2(6) = 208.040, p < .001.  
The likelihood ratio test further indicates that the main effect of asset specificity χ2(2) = 55.968, p 
< .001 and cultural dependencies χ2(2) = 52.897, p < .001 are significant, whereas technological 
uncertainty has no statistical effect χ2(2) = 2.754, p = .252 (cp. Table 6.13 on page 144). Coming 
to the effect of the predictors itself, the estimated parameter output (cp. Table 6.14 on page 144) 
shows that the table is split into two parts again. The first half of the table addresses hierarchical 
governance versus alliances/JV and the second half institutional governance versus alliances/JV. 
In both comparisons, technological uncertainty possesses insignificant confidence intervals; b = 
.479, Wald χ2(1) = .519, p = .356 in terms of hierarchical versus alliances/JV and b = -.237, Wald 
χ2(1) = .343, p = .488 in terms of institutional versus alliances/JV. Consequently, H0
PSF-b: 
Technological uncertainty has no impact on governance choice for product development. 
The confidence interval of cultural dependencies shows significance in the case of hierarchical 
versus alliances/JV, b = 2.635, Wald χ2(1) = 25.905, p < .001. The odds ratio Exp(B) = 13.941 
further indicates that the higher the cultural dependencies become the more likely the sourcing 
decision is taken towards hierarchical governance. In other words, the alternative hypothesis is 
HA
PSF-c: The lower the behavioural uncertainty, the higher the probability is that the sourcing 
potential is directed towards contractual and market governance has to be accepted for scenarios 
which compare hierarchical governance with alliances and joint ventures. 
Asset specificity also shows significant confidence intervals. Hierarchical versus alliance/JV, b = 
1.572, Wald χ2(1) = 14.530, p < .001, Exp(B) = 4.816 and institutional versus alliance/JV, b = 
2.274, Wald χ2(1) = 41.330, p < .001, Exp(B) = 9.715 indicate that the alternative hypothesis has 
to be accepted. HA
PSF-a: The higher the asset specificity in product development, the higher the 
probability that the sourcing potential is directed against market governance. 
                                                 
 
8  The SPSS outputs are available in the appendices section H: Multinomial regression SPSS output product 
development on page 253 
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Table 6.13: Likelihood ratio test: product development 
Effect 
Likelihood Ratio Tests 
Chi-Square df Sig. 
Intercept 124.428 2 .000 
Asset Specificity: Product Development 55.968 2 .000 
Technological Uncertainty: Product Development 2.754 2 .252 
Cultural Dependencies: Product Development 52.897 2 .000 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model 
is formed by omitting an effect from the final model. The null hypothesis is that all parameters of that effect are 0. 
Source: Author (adapted from SPSS) 
Table 6.14: Parameter estimates: product development 
Governance and Sourcing Choice: Product Development
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept -18.496 2.275 66.109 1 .000    
Asset Specificity: Product Development 1.572 .412 14.530 1 .000 4.816 2.146 10.808 
Technological Uncertainty: Product Development .479 .519 .852 1 .356 1.614 .584 4.463 
Cultural Dependencies: Product Development 2.635 .518 25.905 1 .000 13.941 5.054 38.454 
Institutional Intercept -7.682 1.459 27.714 1 .000    
Asset Specificity: Product Development 2.274 .354 41.330 1 .000 9.715 4.857 19.431 
Technological Uncertainty: Product Development -.237 .343 .480 1 .488 .789 .403 1.544 
Cultural Dependencies: Product Development .146 .386 .143 1 .706 1.157 .543 2.467 
a. The reference category is: Alliance/JV. 
Source: Author (adapted from SPSS) 
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6.4.2.3 Pricing9 
The analysis showed that 267 valid responses possess a distribution of 55.2 percent (N=148) 
hierarchical governance und 44 percent (N=118) institutional governance. Consequently, pricing 
is located either within the line organisation or in centralised scenarios. The log-likelihood 
analysis further showed that the model significantly illustrates the variability of the data, χ2(6) = 
25.897, p < .001. Model fitting is further supported by insignificant Pearson (p = .988) and 
deviance statistics (p = .950). But, unfortunately, extremely small standard errors led to unusual 
data, which consequently results in the assumptions H0
PSF-a: The asset specificity of pricing has no 
impact on governance choice, H0
PSF-b: Technological uncertainty has no impact on governance 
choice of pricing and H0
PSF-c: Behavioural uncertainty also has no impact on governance choice 
for pricing. 
 
6.4.2.4 Branding10 
As the analysis of valid responses (N = 269) showed, branding is either sourced to contractual 
partnerships (47.8 percent (N = 129)) or to market actors, (13.9 percent (N = 51.5)). Branding is 
obviously located outside enterprises’ boundaries. Furthermore, analysis showed insignificant 
results for the model itself, χ2(9) = 15.089, p = .047 and the confidence intervals of the 
predictors. Consequently, all alternative hypotheses for the process supply chain management are 
to be rejected. H0
PSF-a: The asset specificity of branding has no impact on governance choice, 
H0
PSF-b: Technological uncertainty has no impact on governance choice of branding and H0
PSF-c: 
Behavioural uncertainty has also no impact on governance choice on branding. 
 
  
                                                 
 
9 The SPSS outputs are available in the appendices section I: Multinomial regression SPSS output pricing on page 
254 
10 The SPSS outputs are available in the appendices section J: Multinomial regression SPSS output branding on page 
256 
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6.4.2.5 Communication11 
The multinomial regression for communication showed that 265 valid responses were analysed. 
The distribution is as follows: 47.5 percent (N=126) of the sample is located in hierarchical 
governance, whereas 52.5 percent (N=139) apply institutional scenarios within the organisation. 
Communication is located very close to the internal line or process organisation. The log-
likelihood analysis of the model fitting information shows no significance with asset specificity, 
χ2(2) = .003 p = .959, technological uncertainty, χ2(2) = .152, p = .697 and cultural dependencies, 
χ2(2) = .432, p = .511. The confidence interval tests showed that there are no significant 
predictions possible with asset specificity, b = -.006, Wald χ2(1) = .003, p = .959, technological 
uncertainty, b = -.90 Wald χ2(1) = .152, p = .697 and cultural dependencies, b = .157, Wald χ2(1) 
= .431, p = .511. This leads to the conclusion that, for communication, the null hypotheses have 
to be accepted. Therefore the following are true: H0
PSF-a: The asset specificity of communication 
has no impact on governance, H0
PSF-b: Technological uncertainty has no impact on governance 
choice of communication and H0
PSF-c: Behavioural uncertainty has also no impact on governance 
choice of communication.  
 
6.4.2.6 Supply chain management12 
As the analysis of valid responses (N = 269) showed, supply chain management is either sourced 
to institutional scenarios, 0.7 percent (N = 2), to alliances or joint ventures, 48.7 percent (N = 
131), to contractual partnerships, 50.2 percent (N = 135) or market governance, 0.4 percent (N = 
1). There is no clear tendency towards any of the available options. All analysis showed 
insignificant results for either the model itself, χ2(9) = 15.089, p = .089 or the confidence 
intervals of the predictors. Consequently, all alternative hypotheses for the process supply chain 
management are to be rejected. H0
PSF-a: The asset specificity of supply chain management has no 
impact on governance choice, H0
PSF-b: Technological uncertainty has no impact on governance 
choice of supply chain management and H0
PSF-c: Behavioural uncertainty has also no impact on 
governance choice to supply chain management.  
                                                 
 
11 The SPSS outputs are available in the appendices section K: Multinomial regression SPSS output communication 
on page 258 
12 The SPSS outputs are available in the appendices section L: Multinomial regression SPSS output supply chain 
management on page 260 
DATA ANALYSIS  147 
6.4.2.7 Customer management13 
As the analysis of valid responses (N = 266) showed, customer management is either sourced in 
institutional scenarios (55.3 percent (N = 147)) to contractual partnerships (44.7 percent (N = 
119)). Consequently, customer management is either performed in centralised organisational 
forms or sourced to external partners. Furthermore, all analysis showed insignificant results for 
the model itself, χ2(3) = 3.298, p = .348 and the confidence intervals of the predictors. 
Consequently, all alternative hypotheses for the process “customer management” are to be 
rejected. H0
PSF-a: The asset specificity of customer management has no impact on governance 
choice, H0
PSF-b: Technological uncertainty has no impact on governance choice on customer 
management and H0
PSF-c: Behavioural uncertainty has also no impact on governance choice on 
customer management. 
6.4.2.8 Direct marketing14 
A total of 267 valid responses were analysed. 30 percent (N=80) of the sample chose hierarchical 
governance, 6 percent (N=16) institutional governance and 64 percent (N=171) replied to market 
governance. As the distribution shows, direct marketing is either performed within or close to the 
line organisation or outsourced to market partners. The log-likelihood analysis showed 
significantly that the model explains the variability of the data χ2(6) = 14.644, p = .023. Model 
fitting is further supported by insignificant Pearson (p = .525) and deviance statistics (p = .344). 
The likelihood ratio tests showed (cp. Table 6.15 on page 148) a significant main effect for 
cultural dependencies, χ2(2) = 10.864, p = .004, whereas asset specificity, χ2(2) = 1.174, p = .556 
and technological uncertainty, χ2(2) = 1.483, p < .476 possess insignificant main effects to the 
model. 
The actual effects of the predictors are presented in Table 6.15 on page 149. The first half shows 
the comparison between hierarchical and market governance. Both, asset specificity, b = .116, 
Wald χ2(1) = .575, p = .448 and technological uncertainty, b = .388, Wald χ2(1) = 1.345, p = .246 
have insignificant confidence intervals, which leads to the conclusion that the null hypothesis has 
to be accepted. H0
PSF-a: The asset specificity in direct marketing has no impact on governance 
choice and H0
PSF-b: Technological uncertainty in direct marketing has no impact on governance 
                                                 
 
13  The SPSS outputs are available in the appendices section M: Multinomial regression SPSS output customer 
management on page 262 
14 The SPSS outputs are available in the appendices section N: Multinomial regression SPSS output direct marketing 
on page 264 
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choice. Furthermore, the process “cultural dependencies”, b = .429 Wald χ2(1) = 2.511, p = .013 
have significant confidence intervals. Precisely its odds radio Exp(B)=1.536 shows that, with 
increasing cultural dependencies, direct marketing is more likely located to hierarchical scenarios 
than to market governance. In other words, HA
PSF-c: The lower the behavioural uncertainty in 
direct marketing, the higher the probability that the sourcing potential is directed towards 
contractual and market governance. The second half of the table represents the comparison 
between institutional and market governance. Again, asset specificity, b = .264, Wald χ2(1) = 
.744, p = .389 and technological uncertainty, b = -.126, Wald χ2(1) = .037, p = .847 have 
insignificant confidence intervals, which leads to the conclusion that the null hypothesis is true. 
For cultural dependencies, b = -1.376 Wald χ2(1) = 5.892, p = .015, the odds ratio Exp(B) = .253 
shows that the higher the cultural dependencies, the more likely direct marketing is to be located 
to market governance than in intuitional scenarios. Consequently, the alternative hypothesis has 
to be rejected. Behavioural uncertainty has no impact on governance choice on direct marketing 
according to institutional versus market governance. 
Table 6.15: Likelihood ratio tests: direct marketing 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 134.644 8.994 2 .011 
Asset Specificity: Direct Marketing 126.824 1.174 2 .556 
Technological Uncertainty: Direct Marketing 127.133 1.483 2 .476 
Cultural Dependencies: Direct Marketing 136.514 10.864 2 .004 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by 
omitting an effect from the final model. The null hypothesis is that all parameters of that effect are 0. 
Source: Author (Adapted from SPSS) 
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Table 6.16: Parameter Estimates: direct marketing 
Governance and Sourcing Choice: Direct Marketing
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept -4.473 1.715 6.801 1 .009    
Asset Specificity: Direct Marketing .116 .153 .575 1 .448 1.123 .832 1.515 
Technological Uncertainty: Direct Marketing .388 .334 1.345 1 .246 1.474 .765 2.838 
Cultural Dependencies: Direct Marketing .429 .271 2.511 1 .013 1.536 .903 2.611 
Institutional Intercept 3.146 3.313 .902 1 .342    
Asset Specificity: Direct Marketing .264 .306 .744 1 .389 1.302 .715 2.372 
Technological Uncertainty: Direct Marketing -.126 .655 .037 1 .847 .881 .244 3.184 
Cultural Dependencies: Direct Marketing -1.376 .567 5.892 1 .015 .253 .083 .767 
a. The reference category is: Market. 
Source: Author (adapted from SPSS) 
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6.4.2.9 Marketing controlling15 
The multinomial regression for marketing controlling showed that 267 valid responses were 
analysed. The distribution is as follows: 51.1 percent (N=136) of the sample are located to 
hierarchical governance structures, whereas 48.9 percent (N=130) apply institutional scenarios 
within the organisation. Obviously, marketing management is located very close to line or process 
organisations. The log-likelihood analysis of the model fitting information shows no significance 
with asset specificity, χ2(2) = 1.314, p = .252, technological uncertainty, χ2(2) = .053, p = .818 
and cultural dependencies, χ2(2) = .665, p = .415. The confidence interval tests showed that there 
are no significant predictions possible with asset specificity, b = -.259, Wald χ2(1) = 1.309, p = 
.253, technological uncertainty, b = -.052, Wald χ2(1) = .053, p = .818 and cultural dependencies, 
b = -.193, Wald χ2(1) = .664, p = .415. This leads to the conclusion that in terms of marketing 
controlling, the null hypothesis has to be accepted. H0
PSF-a: The asset specificity of marketing 
controlling has no impact on governance choice for marketing management, H0
PSF-b: 
Technological uncertainty has no impact on governance choice of marketing controlling and 
H0
PSF-c: Behavioural uncertainty has also no impact on governance choice of marketing 
controlling. 
6.4.2.10 Marketing management16 
The multinomial regression for the marketing management process showed that 265 valid 
responses were analysed. The distribution in terms of governance choice is as follows: 47.9 
percent (N=127) of the sample perform marketing management in hierarchical governance 
structures, whereas 52.1 percent (N=138) align the activity to the institutional organisation of an 
enterprise. Consequently, marketing and/or its management perspective is located very close to 
the line or process organisation. Furthermore, the log-likelihood analysis of the model fitting 
information shows no significance in terms of explaining the variability of the data. Neither asset 
specificity, χ2(2) = 1.927, p = .165 nor technological uncertainty, χ2(2) = .019, p = .891 nor 
cultural dependencies, χ2(2) = .29, p = .59 can significantly predict the model. A test for 
confidence intervals further showed that there are no significant predictions possible with asset 
                                                 
 
15 The SPSS outputs are available in the appendices section O: Multinomial regression SPSS output marketing 
controlling on page 265 
16 The SPSS outputs are available in the appendices section P: Multinomial regression SPSS output marketing 
management on page 267 
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specificity, b = -.310, Wald χ2(1) = 1.909, p = .167, technological uncertainty, b = -.023, Wald 
χ2(1) = .019, p = .891 and cultural dependencies, b = -.130, Wald χ2(1) = .29, p = .590. This 
consequently leads to the conclusion that the null hypotheses have to be accepted. Therefore, 
H0
PSF-a: The asset specificity of marketing management has no impact on governance choice for 
marketing management, H0
PSF-b: Technological uncertainty has no impact on governance choice 
on marketing management and H0
PSF-c: Behavioural uncertainty has no impact on governance 
choice of marketing management. 
6.4.3 Strategic-specific factors (SSF) 
As shown in section 4.2 on page 84, strategic-specific factors explain sourcing decisions from a 
resource-based perspective. The following analysis is therefore concerned with the independent 
variables’ complementary capabilities, strategic relatedness, relational capability building 
mechanism and cooperative experience. With regard to the applied regression procedure, Field 
(2013) recommends that equations with one continuous outcome variable and more than two 
continuous predictor variables can be analysed and tested using linear regression and Pearson 
correlations. SPSS reports primarily four tables which circumscribe the model and the test results 
for the above-described setting. Firstly, SPSS produces an output table for descriptive statistics 
(cp. Table 6.17).  
Table 6.17: Descriptive statistics for SSF 
 Mean Std. Deviation N 
Contractual and Market Governance of Marketing Processes 13.6766 1.24774 229 
Complementary Capabilities 4.4862 .47596 229 
Strategic Relatedness 3.6179 .56124 229 
Relational Capability Building Mechanism 4.0218 .85041 229 
Cooperative Experience 1.5677 .51763 229 
 Source: Author (adapted from SPSS) 
Secondly, SPSS provides details about the correlations between the variables in terms of the 
Pearson correlation, its significance and the number of cases which contributed to each 
correlation (N=232; after excluding outliers, cp. Section 6.3.3 on page 130). According to the 
correlation matrix (cp. Table 6.18 on page 154), it must be emphasised that multi-collinearity is 
not given, since no “substantial correlation greater than a Pearson correlation of r > .9” was 
discovered (Field, 2013:335). By implication, there are highly significant correlations between the 
depending variable “Contractual and market governance of marketing processes” and the 
predictors’ complementary capabilities (r=.401, p < .001), strategic relatedness (r=.393, p<.001), 
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relational capability building mechanism (r=.638, p<.001) and cooperative experience (r=.415, 
p<.001). All correlations are positive, which means that all variables facilitate sourcing towards 
contractual and market governance. Consequently, complementary capabilities, strategic 
relatedness, relational capability building mechanism and cooperative experience all logically lead 
to an increased level of strategic specificity. Considering the nature of the questions which belong 
to the variables and their scales (cp. F. Codebook on page 246 in the appendices), it must be 
emphasised that all questions are phrased in such a way that the higher the agreement on the 
statement is the more likely a sourcing decision will be directed towards either contractual and 
market governance or outsourcing in general. This further leads to the conclusion that the null 
hypothesis HLSS has to be rejected. 
The third output of the regression analysis provides a closer look at the model itself (cp. Table 
6.19 on page 154). The model summary – variables were entered stepwise – further shows that, 
again by implication, the model is highly significant. Only 9.3% of the model cannot be explained 
by the predictors. The adjusted R2 and the value of R2 are very close to each other, which shows 
that the cross validity of the model is very high. Furthermore, the test showed that 40.7% 
(ΔR2=.407, p<.001) of the variance of the predicted outcome can be explained through the 
relational capability building mechanism of an enterprise, 19.9% (ΔR2=.199, p<.001) through the 
strategic relatedness between enterprise and sourcing partner, 17% (ΔR2=.170, p<.001) through 
the cooperative experience an enterprise possess in terms of sourcing and reallocation, and, last 
but not least, 13% (ΔR2=.130, p<.001) through complementary capabilities between enterprises 
and potential sourcing partners.  
The fourth output of the regression test is concerned with the coefficients of the model (cp. 
Table 6.20 on page 155). It presents the model parameters for all steps in the hierarchy. The table 
primarily contains the presentation of the coefficients, the confidence intervals for the b-values, 
collinearity diagnostics, partial correlations and information about the multi-collinearity of the 
predictors. First of all, the b-values explain the relationship between the strategic-specific factors 
and the likelihood of contractual and market governance of marketing processes being the 
sourcing option for a process. Since all b-values have positive coefficients, an increase in strategic 
appearances will increase the likelihood of a process being considered a candidate for governance 
and a sourcing option towards contractual or market and against institutional or hierarchical 
governance. Furthermore, the b-values show the effect concerning the affection between a 
predictor and depending variable (Field, 2013) on the assumption that the other predictors 
remain constant. Applying this approach to the given data set with regard to the research 
questions, one could explain how high the likelihood was for a sourcing option depending on 
how much strategic change is possible. Reporting this information will lead to a technical 
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discussion, which basically will not provide insights that help to answer the research questions of 
this project. Furthermore, such a discussion would be irrelevant, because the given model does 
not attempt to explain how to quantify and measure strategy rather than emphasise correlations 
and importance in terms of strategic-specific factors. Speaking precisely, the coefficients report 
shows that the t-tests which are associated with the b-values for each predictor provide a 
significant contribution to the model. More accurately, the relational capability-building 
mechanism of an enterprise t(224) = 32.350, p < .001, its strategic relatedness t(224) = 21.229, p 
< .001, its cooperative experience t(224) = 19.913, p < .001 and the complementary capabilities 
with the potential partner t(224) = 17.699, p < .001 are all significant predictors for the likelihood 
of the contractual or market sourcing option. Furthermore, the results show that there are no 
confidence intervals which surpass zero. Precisely, the model shows very small intervals that do 
not surpass zero, which indicates that the model has a generally good fit. Last but not least, the 
output provides measurements that are concerned with the collinearity of the data by providing 
tolerance information and the VIF. In accordance with Field (2013:342), with VIF values “very 
close to 1 and tolerance statistics well above 0.2 […] collinearity is not a problem for a model”. 
Summarizing, the linear regression analysis showed highly-significant support for all alternative 
hypotheses of the strategic-specific factors. Complementary capabilities between sourcing 
partners influence the probability that the sourcing potential is directed towards contractual and 
market governance, and, furthermore, sourcing towards contractual and market governance is 
built on strategic relatedness between sourcing partners. Last but not least, the analysis 
significantly showed that the relational capability-building mechanism of an enterprise and its 
cooperative experience facilitate sourcing towards contractual governance and market 
governance. 
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Table 6.18: Correlations 
 
Contractual and Market 
Governance of 
Marketing Processes 
Complementary 
Capabilities Strategic Relatedness 
Relational Capability 
Building Mechanism Cooperative Experience 
Pearson Correlation Contractual and Market Governance of Marketing Processes 1.000 .401 .393 .638 .415 
Complementary Capabilities .401 1.000 .033 .026 .018 
Strategic Relatedness .393 .033 1.000 -.081 .000 
Relational Capability Building Mechanism .638 .026 -.081 1.000 .003 
Cooperative Experience .415 .018 .000 .003 1.000 
Sig. (1-tailed) Contractual and Market Governance of Marketing Processes . .000 .000 .000 .000 
Complementary Capabilities .000 . .307 .348 .392 
Strategic Relatedness .000 .307 . .110 .499 
Relational Capability Building Mechanism .000 .348 .110 . .480 
Cooperative Experience .000 .392 .499 .480 . 
N Contractual and Market Governance of Marketing Processes 229 229 229 229 229 
Complementary Capabilities 229 229 229 229 229 
Strategic Relatedness 229 229 229 229 229 
Relational Capability Building Mechanism 229 229 229 229 229 
Cooperative Experience 229 229 229 229 229 
 Source: Author (adapted from SPSS) 
Table 6.19: Model summarye  
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
Change Statistics 
Durbin-Watson R Square Change F Change df1 df2 Sig. F Change 
1 .638
a
 .407 .404 .96313 .407 155.663 1 227 .000  
2 .778
b
 .606 .603 .78662 .199 114.301 1 226 .000  
3 .881
c
 .776 .773 .59388 .170 171.495 1 225 .000  
4 .952
d
 .907 .905 .38433 .130 313.264 1 224 .000 1.835 
a. Predictors: (Constant). Relational Capability Building Mechanism 
b. Predictors: (Constant). Relational Capability Building Mechanism. Strategic Relatedness 
c. Predictors: (Constant). Relational Capability Building Mechanism. Strategic Relatedness. Cooperative Experience 
d. Predictors: (Constant). Relational Capability Building Mechanism. Strategic Relatedness. Cooperative Experience. Complementary Capabilities 
e. Dependent Variable: Contractual and market governance of marketing processes 
Source: Author (adapted from SPSS) 
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Table 6.20: Coefficientsa 
Model 
Non-standardised 
Coefficients 
Standardised 
Coefficients 
t Sig. 
95.0% Confidence Interval for B Correlations 
Collinearity 
Statistics 
B Std. Error Beta Lower Bound Upper Bound Zero-order Partial Part Tolerance VIF 
1 (Constant) 9.913 .308  32.154 .000 9.306 10.520      
Relational Capability Building Mechanism .936 .075 .638 12.477 .000 .788 1.084 .638 .638 .638 1.000 1.000 
2 (Constant) 6.096 .437  13.954 .000 5.235 6.957      
Relational Capability Building Mechanism .989 .061 .674 16.094 .000 .868 1.110 .638 .731 .672 .993 1.007 
Strategic Relatedness .996 .093 .448 10.691 .000 .812 1.179 .393 .580 .446 .993 1.007 
3 (Constant) 4.545 .350  12.970 .000 3.855 5.236      
Relational Capability Building Mechanism 
.987 .046 .673 21.274 .000 .896 1.079 .638 .817 .671 .993 1.007 
Strategic Relatedness .995 .070 .448 14.156 .000 .857 1.134 .393 .686 .446 .993 1.007 
Cooperative Experience .995 .076 .413 13.096 .000 .845 1.145 .415 .658 .413 1.000 1.000 
4 (Constant) .485 .323  1.503 .134 -.151 1.121      
Relational Capability Building Mechanism .972 .030 .662 32.350 .000 .913 1.031 .638 .908 .660 .993 1.007 
Strategic Relatedness .967 .046 .435 21.229 .000 .877 1.056 .393 .817 .433 .992 1.008 
Cooperative Experience .979 .049 .406 19.913 .000 .882 1.076 .415 .799 .406 1.000 1.000 
Complementary Capabilities .948 .054 .361 17.699 .000 .842 1.053 .401 .764 .361 .998 1.002 
a. Dependent Variable: Contractual and market governance of marketing processes 
Source: Author (adapted SPSS) 
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6.5 Summary 
This chapter focussed on the analysis of the data of process-specific and strategic-specific factors 
with regard to ten marketing processes. Firstly, the data was preliminarily analysed and checked 
for errors. One investigation carried out addressed descriptive accounts of the surveyed data. 
Frequency checks showed that most of the evaluated enterprises employ between 10,000 and 
100,000 people. Enterprises from the fortune listing with headcounts below 10,000 or above 
100,000 are relatively rare. The governance of the corporate headquarters is equally distributed 
among operational holding/head office, strategic management holding and a financial holding 
approach. Group revenues showed that nearly fifty percent of the investigated enterprises claim 
yearly revenues between $5 billion to $50 billion. Regarding job description, it is to conclude that 
it was not possible to interview chief executive officers and chairmen, but distribution among job 
description’s executive vice-presidents, vice presidents, line executive managers, department 
manager and regional manager is otherwise even. Furthermore, it was ensured that normality was 
not violated and outliers were excluded from the statistics. 
The second part of the data analysis addressed reliability analysis and the testing of the 
hypotheses. An overview of the results can be found at the end of this section (cp. Table 6.21, 
Table 6.22 and Table 6.23). Except for strategic relatedness (α=.364) and customer managements’ 
technological uncertainty (α=.473), Cronbach’s alpha calculations showed good results for all 
scales. Furthermore, factor loadings for all variables were also decent and reasonably good. In 
order to test process-specific factors, multinomial logistic regression analyses were run for each 
process. The model testing showed that the null hypotheses have to be accepted for pricing, 
branding, communication, supply chain management, customer management, marketing 
controlling and marketing management. There was no statistical significant evidence found that 
asset specificity, technological uncertainty or cultural dependencies have an impact and predict 
sourcing and governance choice for these processes. Furthermore it was found, that asset 
specificity χ2(2) = 39.946, p < .001 and cultural dependencies χ2(2) = 38.996, p < .001 have 
significant main effects. Asset specificity as a determining process-specific factor further 
significantly predicts whether market research is sourced to alliances/JV or market, b = 1.247, 
Wald χ2(1) = 9.817, p = .002. The odds ratio Exp(B) = 3.480 demonstrated that an increase in 
asset specificity is more likely to lead against market governance; or, in other words, the higher 
the asset specificity the higher the probability that market governance scenarios are penalised. 
Asset specificity significantly also predicts whether market research is sourced to contractual 
solution providers or to market, b = -.758, Wald χ2(1) = 4.016, p = .045. In this case, however, 
the odds ratio Exp(B) = .469 demonstrated that with increasing asset specificity contractual 
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scenarios become less likely to be chosen than market governance. Regarding cultural 
dependencies, the preference for either alliances/JV or market governance was shown to be 
significant, b = .790, Wald χ2(1) = 4.177, p = .041. The odds ratio showed that an increase in 
cultural dependencies fosters decisions against market governance. Contractual versus market 
was also highly significant, b = 2.008, Wald χ2(1) = 30.298, p < .001, which led to the assumption 
that the null hypothesis was rejected, and that the lower the behavioural uncertainty is the higher 
the probability that the sourcing potential is directed towards contractual and market governance. 
There was also further evidence found that the main effects of asset specificity χ2(2) = 55.968, p 
< .001 and cultural dependencies χ2(2) = 52.897, p < .001 are significant within the domain of 
product development. Asset specificity showed significant confidence intervals. Hierarchical 
versus alliance/JV, b = 1.572, Wald χ2(1) = 14.530, p < .001, Exp(B) = 4.816 and institutional 
versus alliance/JV, b = 2.274, Wald χ2(1) = 41.330, p < .001, Exp(B) = 9.715 indicate that the 
alternative hypothesis had to be accepted, and, consequently, that the higher the asset specificity 
in product development the higher the probability that the sourcing potential is directed against 
market governance. The confidence interval of cultural dependencies also showed significance in 
the case of hierarchical versus alliances/JV, b = 2.635, Wald χ2(1) = 25.905, p < .001, and the 
alternative hypothesis was accepted: The lower the behavioural uncertainty, the higher the 
probability that the sourcing potential is directed towards contractual and market governance. 
Last but not least, the results of the process domain “direct marketing” implied that cultural 
dependencies, b = .429 Wald χ2(1) = 2.511, p = .013 have significant confidence intervals. 
Precisely its odds radio Exp(B)=1.536 shows that with increasing cultural dependencies, direct 
marketing is more likely located to hierarchical scenarios than to market governance. Considering 
contractual and market governance, cultural dependencies, b = -1.376 Wald χ2(1) = 5.892, p = 
.015, the odds ratio Exp(B) = .253 showed that the higher the cultural dependencies, the more 
likely direct marketing is located to market governance than in intuitional scenarios, and, 
therefore, the alternative hypothesis has to be rejected. Behavioural uncertainty has no impact on 
governance choice on direct marketing in accordance with institutional versus market 
governance. 
In order to test strategic-specific factors, linear regression and Pearson correlations were applied 
to the data set as well. It was discovered that highly significant correlations between the 
depending variable “Contractual and market governance of marketing processes” and the 
predictors’ complementary capabilities (r=.401, p < .001), strategic relatedness (r=.393, p<.001), 
relational capability-building mechanism (r=.638, p<.001) and cooperative experience (r=.415, 
p<.001) exist. All correlations facilitate sourcing towards contractual and market governance. 
Consequently, complementary capabilities, strategic relatedness, relational capability-building 
DATA ANALYSIS  158 
mechanism and cooperative experience lead logically to an increased level of strategic specificity. 
A model implied that only 9.3% of the model cannot be explained by the predictors. The test 
showed that 40.7% (ΔR
2=.407, p<.001) of the variance of the predicted outcome can be 
explained through the relational capability-building mechanism of an enterprise, 19.9% 
(ΔR
2=.199, p<.001) through the strategic relatedness between enterprise and sourcing partner, 
17% (ΔR
2=.170, p<.001) through cooperative experience an enterprise possess in terms of 
sourcing and reallocation, and 13% (ΔR
2=.130, p<.001) through complementary capabilities 
between enterprises and potential sourcing partners. The results thus showed highly significant 
support for all alternative hypotheses of the strategic-specific factors. Complementary capabilities 
between sourcing partners influence the probability that the sourcing potential will be directed 
towards contractual and market governance, and, furthermore, sourcing towards contractual and 
market governance is built on strategic relatedness between sourcing partners. Last but not least, 
the analysis showed very significantly that the relational capability-building mechanism of an 
enterprise and its cooperative experience facilitates sourcing towards contractual governance and 
market governance. 
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Table 6.21: Overview of significant test results: process-specific factors part I 
Variable Hypothesis Results 
   Market Research Product Development Direct Marketing 
             
Asset 
Specificity 
HAPSF-a: The higher the asset specificity 
of a market research, the higher the 
probability that the sourcing potential is 
directed against market governance 
χ2(2) = 39.946, p < .001 
 
17b = 1.247, Wald χ2(1) = 9.817,  
p = .002 
 
18b = -.758, Wald χ2(1) = 4.016,  
p = .045 
χ2(2) = 55.968, p < .001 
 
19b = 1.572, Wald χ2(1) = 14.530,  
p < .001 
 
20b = 2.274, Wald χ2(1) = 41.330,  
p < .001 
Alternative hypothesis rejected (cp. appendices 
on page 264) 
H0PSF-a: The asset specificity of a process 
has no impact on governance choice for 
marketing processes 
Technological 
Uncertainty 
 
HAPSF -b: The higher the technological 
uncertainty, the higher the probability 
that the sourcing potential is directed 
towards contractual and market 
governance 
 
Alternative hypothesis rejected for all processes. Technological uncertainty has no impact on governance choice for marketing processes 
(cp. appendices page 252 - 267) 
H0PSF-b: Technological uncertainty has 
no impact on governance choice for 
marketing processes 
Cultural 
Dependencies 
 
HAPSF-c: The lower the cultural 
dependencies, the higher the probability 
that the sourcing potential is directed 
towards contractual and market 
governance 
 
χ2(2) = 38.996, p < .001 
 
17b = .790, Wald χ2(1) = 4.177,  
p = .041 
 
18 b = 2.008, Wald χ2(1) = 30.298, p < .001 
χ2(2) = 52.897, p < .001 
 
19b = 2.635, Wald χ2(1) = 25.905,  
p < .001 
21b = -1.376 Wald χ2(1) = 5.892,  
p = .015 
H0PSF-c: Cultural dependencies have no 
impact on governance choice for 
marketing processes 
Source: Author
                                                 
 
17 Alliances/JV versus Market 
18 Contractual versus Market 
19 Hierarchical versus Alliance/JV 
20 Institutional versus Alliance/JV 
21 Institutional versus Market 
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Table 6.22: Overview of test results: process-specific factors part II 
Variable Hypothesis Results 
   
Pricing Branding Communication 
Supply Chain 
Management 
Customer 
Management 
Marketing Controlling 
Marketing 
Management 
             
Asset 
Specificity 
HAPSF-a: The higher the asset specificity 
of a market research, the higher the 
probability that the sourcing potential is 
directed against market governance 
Alternative hypothesis rejected for all processes. The asset specificity of a process has no impact on governance choice for 
marketing processes (cp. appendices page 252 - 267) 
H0PSF-a: The asset specificity of a process 
has no impact on governance choice for 
marketing processes 
Technological 
Uncertainty 
 
HAPSF -b: The higher the technological 
uncertainty, the higher the probability 
that the sourcing potential is directed 
towards contractual and market 
governance 
 
Alternative hypothesis rejected for all processes. Technological uncertainty has no impact on governance choice for 
marketing processes (cp. appendices page 252 - 267) 
H0PSF-b: Technological uncertainty has 
no impact on governance choice for 
marketing processes 
Cultural 
Dependencies 
 
HAPSF-c: The lower the behavioural 
uncertainty, the higher the probability 
that the sourcing potential is directed 
towards contractual and market 
governance 
 
Alternative hypothesis rejected for all processes. Behavioural uncertainty has no impact on governance choice for marketing 
processes (cp. appendices page 252 - 267) 
H0PSF-c: Behavioural uncertainty has no 
impact on governance choice for 
marketing processes 
Source: Author 
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Table 6.23: Overview of test results: strategic-specific factors 
Variable Hypothesis  Results 
     
Complementary 
Capabilities 
HASSF-a: Complementary capabilities between the sourcing partners 
influence the probability that the sourcing potential is directed towards 
contractual and market governance 
 
Null hypothesis rejected; t(224) = 17.699, p < .001; Pearson correlation r=.401, p<.001; 
ΔR2=.130, p<.001 
H0SSF-a Complementary capabilities have no impact on governance 
choice for marketing processes 
 
Strategic 
Relatedness 
HASSF-b: Sourcing towards contractual and market governance is built 
on strategic relatedness between sourcing partner 
 
Null hypothesis rejected; t(224) = 21.229, p < .001; Pearson correlation r=.393, p<.001; 
ΔR2=.199, p<.001  
H0SSF-a Complementary capabilities have no impact on governance 
choice for marketing processes 
 
Relational 
Capability 
Building 
Mechanism 
HASSF-c: The relational capability building mechanism of the enterprise 
facilitates sourcing towards contractual and market governance 
 
Null hypothesis rejected; t(224) = 32.350, p < .001;Pearson correlation r=.638, p<.001; 
ΔR2=.407, p<.001 
H0SSF-c: The relational capability building mechanism has no impact on 
governance choice for marketing processes 
 
Cooperative 
Experience 
HASSF-d: The cooperative experience of the enterprise facilitates 
sourcing towards contractual and market governance 
 
Null hypothesis rejected; t(224) = 19.913, p < .001;Pearson correlation r=.415, p<.001; 
ΔR2=.170, p<.001 
H0SSF-d: Cooperative experience has no impact on governance choice 
for marketing processes 
 
Source: Author
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7 DISCUSSION 
7.1 Introduction 
After the last chapter was dedicated to the analysis of the collected data, the present chapter 
presents the results of the analysis and discusses the findings of this research. The discussion 
chapter is divided into three parts. Firstly, process-specific findings will be discussed in section 
7.2. Secondly, strategic-specific findings will be discussed in section 7.3. Thirdly a summary 
section 7.4 finishes this chapter. 
Insignificant findings and results that are inconsistent to theory will be discussed with a group of 
five selected experts from marketing practice and transition management in order to gain insights 
and raise explanations that may help to understand inconsistency either from the theory, the 
application by this research or different prevailing conditions due to the marketing function itself 
(cp. section 5.7.3 on page 117). Consequently, this approach supports the chosen research 
methodology (cp. section 5.4.4 on page 101) where quantitative collected evidence is discussed 
with experts in order to increase their validity and consistency by reviewing the results from a 
practitioners’ perspective. Statements from the discussion are indicated by quotation marks. 
7.2 Process-specific considerations 
As shown in the research model in section 4.1 on page 80, process specific factors describe 
sourcing decisions from a transactional perspective. The data analysis has shown that asset 
specificity has precedence importance for most of the analysed processes that don’t address 
management or administrative driven activities. Research upon asset specificity evidentially 
proved that high asset specificity leads to greater loss with regard to transaction costs (Picot et al., 
1998; Kagelmann, 2001) since higher specificity implies that more knowledge and more risk 
awareness and avoidance is necessary to perform the transaction. Descriptive statistics of this 
research (cp. appendices R. Descriptive statistics of process-specific variables on page 271) also 
demonstrates that except for customer management, marketing controlling and marketing 
management, processes with high asset specificity are more likely sourced in hierarchical or 
institutional governance levels. The assumption based on the fundamental theory going back to 
Williamson (1991) seems to work reliable: higher asset specificity targets relational governance in 
where transaction partners ally themselves in order to perform the best mode of transaction. This 
might be either planning or promising in terms of designed contracting, or in other words 
hierarchical or institutional or even with more absence of asset specificity, alliances and joint 
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ventures. Precisely, market research, branding, customer management and direct marketing 
possess hardly asset specificity. These processes are neither complex nor business critical. 
Consequently, their governance options are mainly behind enterprises’ boundary (cp. appendices 
R. Descriptive statistics of process-specific variables on page 271). In reverse, product 
development, pricing, communication, supply chain management and marketing controlling 
having asset specificity. Their governance mode mainly goes towards hierarchical and institutional 
governance. Only supply chain management deviates since the descriptive statistics show that this 
process possesses asset specificity. Explanations from practice are “higher bounding to 
technology of this process”, “technological complexity which is not part of the line organization” 
and “economy of scale effects, since supply chain management operations are repetitive and 
redundant and therefore often performed centralised or realized outside the organisation”. 
Evidence for these claims can be strong technological uncertainty of supply chain management22. 
Unclear allocation of processes with regard to asset specificity was discovered for marketing 
management. Even though asset specificity is not given, this process is usually allocated to 
hierarchical governance mode. “The management holds all threads together”, “even though the 
procedures are well documented and redundant, outsourcing of management tasks is not 
imaginable” or “the management action is complex and critical for our business” indicates that 
either the responses from the questionnaire are wrong or the experts assess their field of 
responsibility different than the respondents from the sample. It is to mention, that marketing 
management also fulfils all requirements being the best possible candidate for being allocated 
outside an enterprises’ boundary since technological uncertainty is moderately given and cultural 
dependencies absent. However, the opposite is the case. Going back to the initial definitions 
made, sourcing and therefore transaction is subject to tangible actions or activities (cp. section 
3.3.2.2) and consequently the administrative part of such task, activity or process which is 
furthermore closely situated to the business core. It is “like replacing the engine of the 
organisation” what “will be very risky”. A better understanding of how optimisation for this kind 
of process can be achieved is from another perspective. Management organisations are “of 
course subject of optimisation”. “Headcounts were and will always be decreased in order to 
reduce costs. But this is not under a transition or sourcing umbrella done. Mainly through 
introduction of new systems and more efficient workflows, headcounts can be decreased but 
with regard to management never avoided”. Furthermore the strategic aspect of management 
                                                 
 
22 Range :2.50; minimum: 2.50, maximum: 5.00, mean: 4.4277, standard deviation: .55805 
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needs to be taken into consideration. With regard to marketing management, such consideration 
will be done in section 7.3 on page 166). 
The second predictor - technological uncertainty - is composed of standardisation and the degree 
of technological distinctness of a process. Technological uncertainty therefore addresses 
technological and system-specific characteristics of a process and is based on behavioural and 
environmental assumptions in transaction-cost theory. With regard to the coding of the scale, low 
standardisation and high technological distinctness of a process implies high technological 
uncertainty (cp. appendices F. Codebook on page 246). The main idea is that a marketing 
process, which is highly supported and driven by complex systems are not part of the core 
business of the enterprise and will have a high probability that the sourcing potential is directed 
towards contractual and market governance in order to reduce risk and lack of control of the 
uncertainty (Williamson, 1975; Nagengast, 1997; Kagelmann, 2001; Geyskens et al., 2006). In 
other words, technological- and system driven processes should have a negatively directed impact 
on the level of process specificity. However, governance and sourcing could not be predicted 
significantly from technological uncertainty through multinomial regression analysis (cp. section 
6.5 on page 156). Descriptive outputs of the variable (cp. R. Descriptive statistics of process-
specific variables on page 271) are also drawing an unclear picture. Product development, pricing, 
supply chain management, direct marketing and marketing controlling possess moderate to 
strong technological uncertainty. Theory implies consequently that these processes are governed 
towards contractual and market. However, the results don’t backup such behaviour. “Technology 
and process standardisation plays a subordinated role in marketing”, “processes vary from 
product to product and from country to county, and therefore such aspects are not part of 
optimisation”. Other objections are that for example marketing controlling “relies on enterprise 
resource planning or other systems. The same is the case with supply chain and customer 
relationship management, but only the operations and maintenance of the system is sometimes 
outsourced, but not the process itself”. “Of course pricing is complex and needs data from 
systems, but it is too close to our business success and external fulfilment is not imaginable”. In 
this sense, one explanation is that processes with high asset specificity have usually higher 
strategic importance (Picot, 1992). With regard to product development, pricing and marketing 
controlling, descriptive measures show that these processes possess high asset specificity. 
Furthermore, research on transaction-cost economics has shown that basically uncertainty has 
the same influence on governance choice than asset specificity (Geyskens et al., 2006). Their 
meta-analysis (cp. section 3.3.2.2 on page 53) concluded that the consolidated effect of 
uncertainty has a larger impact on governance than asset specificity. This, at least seems to be 
valid for product development and marketing controlling which both contain technological 
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uncertainty and cultural dependencies. Only pricing cannot be explained by this assumption 
which is lacking cultural dependencies. A better explanation might be the circumstance that 
“pricing is very closely to controlling” and could be therefore as well defined as activity within 
the domain of marketing controlling which hence is more a question of process design than 
transaction-cost (cp. section 2.3.3 on page 28). Market research and branding, both not complex 
and critical, are mainly located outside enterprises’ boundary which again contradicts transaction-
cost theory. Even though both processes are strong cultural dependent, uncertainty is not 
overruling asset specificity. There are simply “so many specialized agencies in the market 
available”. “With restructuring towards multinational organisation in the last 20 years, operational 
activities like advertising creation, campaign design and media technology were moved to external 
suppliers or agency”. “Lead agency approaches are quit common” and therefore “marketing 
management seems to play an interface-role between external branding and design agencies” 
which shows that transaction-cost theory here is not the right approach. Since the transfer of 
processes or parts of the process was already fulfilled, another explanation approach might be 
better (cp. 3.3.3 on page 64). 
Last but not least, cultural dependencies as predictor and process-specific factor was 
operationalized from transaction-cost theory as well (cp. section 4.1 on page 80). Murray et al. 
(2009) and Mudambi and Tallmann (2010) argue that behavioural uncertainty within make-or-buy 
decisions emerges mainly due to cultural differences between the principal and the potential 
agent. Cultural and environmental factors are represented by political and economic stability and, 
therefore, governmental support, cultural compatibility and the relative distance to the agent, and 
the security of the intellectual property (Dunning, 2000). Therefore, the higher such 
dependencies to the performance and to the success of the business action are, the higher the 
probability that the sourcing potential is directed towards alliances and institutional governance 
(Williamson, 1990; Nagengast, 1997). Typically processes with higher cultural dependencies are 
sourced to institutional scenarios like shared services, joint ventures, regionally managed 
departments or in case of a stronger direction to contractual alternatives, to alliances, joint 
ventures and strategic partnerships (Dressler, 2004; Mudambi and Tallmann, 2010). The results 
of the multinomial regression analysis confirmed theory at least for market research, product 
development and direct marketing (cp. section 6.5 on page 156). However, the regression tests 
did not show further significance for the remaining processes. For the further discussion, it is to 
mention, that behavioural uncertainty – other than technological uncertainty – has not a greater 
effect than asset specificity (Williamson, 1985; Geyskens et al., 2006). As described already in the 
paragraph above, only the aggregated perspective on uncertainty seems to defeat asset specificity. 
Mean values of cultural dependencies and governance choice (cp. appendices R. Descriptive 
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statistics of process-specific variables on page 271) demonstrate that it is not possible to draw a 
clear picture from these data. Except for market research, product development and direct 
marketing which can predicted significantly from the regression tests, the other processes have to 
be discussed separately. Marketing management as already mentioned above, will not be 
discussed since it will be part of the discussion of the following section. Pricing, communication 
and marketing controlling are mainly governed through either hierarchical or institutional 
structures even though cultural dependencies wasn’t found. Similarities among these processes 
are their “closeness to the business core”, “high reconciliation efforts between stakeholders and 
partners”, “small or not available standardisation” and “instrument of power within the 
marketing function itself”. Another perspective might be that these three processes have asset 
specificity and in this case it seems that asset specificity is the important driver. Since cultural 
dependencies are not present, asset specificity seems to become the factor that drives the 
sourcing and governance strategy. Branding and customer management are more likely sourced 
outside enterprises’ boundary even though cultural dependencies are present. Such dependencies 
are not “considered to be risky” or “carrying high uncertainties”. They are rather “part of the 
business” and “a fact that is not concerning at all”. “Little complexity and easy to operationalise 
are these processes and within international business daily work that gets done with the help of 
professional and local agencies”. In other words, low or absent asset specificity seems to be the 
guiding aspect here and since these two processes are easy to manage and therefore fulfilment 
outside the boundaries of an enterprise seems rationally. 
After having discussed process-specific factors of this research, the next section addresses 
strategic-specific factors. The following section will therefore consider how marketing 
management and strategy interplay. 
7.3 Strategic-specific considerations 
As shown in the research model in section 4.2 on page 84, strategic-specific factors explain 
sourcing decisions from a resource-based perspective. In order to test sourcing decisions towards 
contractual and market governance of marketing processes, the variables’ complementary 
capabilities, strategic relatedness, relational capability-building mechanism, and cooperative 
experience were deducted from theory and explained. The following discussion is structured 
along these four variables. The data analysis has shown that all for strategic drivers explain the 
model very well. Only nine percent cannot be explained the collected data (cp. section 6.4.3 on 
page 151). Pearson correlations showed significantly that relational capability building 
mechanisms are the most important strategic driver, followed by cooperative experience, 
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complementary capabilities and strategic relatedness. Furthermore, the interviews have shown 
that marketing management is rather a function that is concerned with administrative and 
strategic activities than being a process. For this reason, the following explanations will intend to 
discuss strategic-specific factors through the marketing management lens. The descriptive 
evaluation of marketing management revealed absence of asset specificity, low or moderate 
technological uncertainty and inconsiderable cultural dependencies. However, the management 
tiers within the marketing domain are “important since the strategic leadership is fulfilled by the 
management” and “its strategic responsibility extends from scoping and evaluation of options to 
decision making and reporting of performance measurements to other stakeholders”. Strategic 
relatedness and capability sharing are assumed to be relevant for marketing process reallocation, 
since strategic alignment of a potential partner is related to the strategic positioning of a potential 
exchange partnership (Johnson, 1975; Prahalad and Bettis; 2000, Tsai, 2000). Therefore, it was 
shown that higher strategic relatedness between the sourcing partners facilitates sourcing towards 
contractual and market governance. “Win-Win situations between partners especially in joint 
ventures projects are important drivers when it comes to decision”. “Dissimilarities and non-
congruent strategic approaches are usually avoided.” There is unanimous opinion that strategic 
decision making involves tactics and actions against information asymmetries, uncertainty and 
opportunistic behaviour. Feedback from managerial practice further shows that process re-
engineering, process optimisation and process standardisation are part of organisational planning 
and building procedures within an enterprise. These actions facilitate process reallocation and 
sourcing positively.  
Even though the results of the analysis are highly significant and the model seems to explain 
sourcing very good, resource-based theory possesses limitations. Such limitations are mainly 
difficulties in operationalisation of the construct resource as a functional variable, unilateral view 
of the company as a black box and hence insufficient attention to the opportunities and risks of 
the environment and last but not least lack of differentiation in the corporate hierarchy (cp. 
section 3.3.3 on page 64). In order to overcome difficulties in operationalisation of strategic 
construct, fundamental economics offers convenient tools which help to structure information 
and create a better understanding of what is important in terms of strategic assessment. These 
instruments are classified to neoclassicism economics (section 3.3.1 on page 47). In management, 
“cost comparing, rating models and considerations of pros and cons are mandatory beside 
strategic considerations”. “Strategy always includes conventional measurements and cost-driven 
examinations.” Consequently, decision-making in marketing management implements usually 
both, strategic and tactical measures and traditional decision-making instruments. In order to 
compensate lacking organisational circumstances, qualitative assessments are used to “provide the 
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management organisation decision-making options that include for example weightings”. Such 
weightings can be setup through point rating systems, portfolio models, check lists, or business 
models (Knolmayer, 1992; Nagengast 1997). The common denominator with these models is that 
they all have criteria selected, evaluated and rated or assessed. All models share the same 
disadvantages. An objective set of criteria and an objective assessment is not necessarily given. 
Subjectivity and arbitrariness can occur as well as manipulation of the selection criteria and the 
evaluation thereof. Therefore, a mixed application of neo-classical quantitative and qualitative 
instruments is often applied in practice. 
7.4 Summary  
Concluding, this chapter briefly presented a small scale open discussion among experts from the 
marketing management area. The objective of this chapter was to discuss contradictions between 
the results and the data in contrast to transaction-cost theory and the resource-based approach. 
The discussion within process specificity is structured along the three predictors asset specificity, 
technological uncertainty and cultural dependencies.  
With regard to asset specificity, deviation in supply chain management can be explained through 
overruling technological uncertainty hence even the presence of asset specificity, this process is 
not governed hierarchical but rather outside the line organisation or even outside an enterprise. 
Argument for this is a higher opportunity through scale effects and transaction frequency. 
Furthermore, the discussion leads to the conclusion that marketing management is better 
discussed from a strategic than from a process-perspective. Even though optimisation within the 
management function is required, drivers are not grounded by transaction-cost thinking. 
Technological uncertainty in product development, pricing, supply chain management, direct 
marketing and marketing controlling was found, but contraire to theory, the sourcing behaviour 
of evaluated enterprises’ is revealed differently. Apparently, technology and process 
standardisation plays a subordinated role within marketing, process are too variant and functions 
which have to rely on standard software are basically considered to be technically. Other 
processes like pricing are in no case imaginable being fulfilled outside the organisation. Similar 
explanations were found with regard to market research and branding. Market conditions and 
complementary capabilities, as well as strategic relatedness overruling transaction-cost generally. 
In this case, it is less a question of process characteristics but of available potential partners and 
their strategic alignments.  
In accordance to cultural dependencies, two strong contradictions between theory and the results 
were discussed. Pricing, communication and marketing controlling are not contractual or market 
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governed even though cultural dependencies weren’t found. Their closeness to the business core, 
high reconciliation efforts between stakeholders and partners, small or not available 
standardisation and the strategic perspective of the activity within the processes seem to be the 
drivers in terms of allocation and a sourcing strategy. In other words, asset specificity seems to 
overrule behavioural uncertainty. A similar but inverted effect seems to be valid in branding and 
customer management. Their closeness to the core business, little complexity and easiness to 
operationalise plus available experts in the market seem to overrule cultural dependencies. Low 
or absent asset specificity is the guiding aspect as well. 
Beside process-specific discussions, the limitations of strategic-relevant aspects were discussed as 
well. Conceptual weaknesses of resource-based considerations are compensated by cost 
comparing methods, rating models and other traditional tools. Strategy building therefore always 
includes neoclassicism approaches. Consequently, decision-making in marketing management 
implements usually both, strategic and tactical measures and traditional decision-making 
instruments. In order to compensate lacking the consideration of organisational aspects, 
qualitative assessments are further used to provide the management organisation decision-making 
options that include point rating systems, portfolio models, check lists, or business models. 
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8 CONCLUSION 
8.1 Introduction 
After the main findings and results of the thesis were discussed in the last chapter, this chapter 
summarises the contribution of the study (section 8.2). After the implication and contribution 
section, limitations of this research are presented (8.3). At the end of this chapter, a section with 
suggestions for further research will tie up this thesis (section 8.4) followed by some concluding 
remarks (section 8.5). 
8.2 Contributions of the study 
Since this research aims to contribute to theoretical research and practical application, the 
following two subsections describe the findings for both areas. Section 8.2.1 addresses the 
theoretical implications, and section 8.2.2 considers how practitioners can benefit from the 
findings. Since management research and, particularly, the DBA addresses both areas – academia 
and managerial practice – the following subsections partly possess overlapping content, which is 
due to the circumstance of praxis-relevance of the DBA itself. 
8.2.1 Implications for theory 
Theoretical implications and academic contributions of this study have to be split up into two 
areas. Firstly, this section is divided into marketing literature that pays attention to organisation, 
process management and governance and therefore allocation of the literature in general; and, 
secondly, the implications of the literature for the theory of new institutional economics. These 
two areas and their implications are going to be summarised in the following paragraphs. 
This research contributes to marketing theory from both an organisational and process 
perspective by providing a clear definition of marketing processes in multinational enterprises. 
Even though a generic and universal process map of marketing processes would be ambiguous, 
the results of the literature review contribute to this theory by answering the initially deducted 
research questions about what marketing processes are and how they can be identified and 
contextualised with regard to multinational enterprises. Consequently, by providing a 
comprehensive process examination, this research also justifies Kantsperger (2007), who made 
the critical claim that an enhancing perspective in terms of process orientation to the corpus of 
marketing sourcing is hardly existent.  
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As this research applied new institutional economics, further research objectives were scrutinised 
with the make-or-buy and outsourcing theories and the question of which underlying theories 
and variables are applicable to marketing activities, process sourcing and governance choice. A 
literature review revealed (cp. section 3.3.3 on page 64) that the most fundamental theories for 
economical decision find support in new institutional economics. In terms of sourcing, these are 
the transaction-cost theory and the resource-based theory. Consequently, transaction-cost theory 
provided a good starting point, especially in explaining the degree to which condition sourcing is 
appropriate. Further contribution to the theory was given by synthesising practice-relevant 
process differentiators as process-specific factors. Firstly, process complexity and business 
criticality were abstracted to asset specificity (Williamson, 1975; Kagelmann, 2001; Geyskens et 
al., 2006; Hollekamp, 2008; Murray et al. 2009). Secondly, this thesis displays how behavioural 
and environmental uncertainty can be abstracted from a practical perspective by measuring the 
standardisation of a process and its relatedness to technical and IT-systems. This work 
consequently offers explanations for both technological uncertainty and transaction frequency 
(Staud, 2001, Gadatsch, 2002). Thirdly, in accordance with transaction partners, the behaviour of 
the involved parties will be influenced by three basic aspects: bounded rationality, opportunism, 
and risk neutrality (Williamson, 1990). The behavioural assumption of bounded rationality is 
based on the fact that humans act “intendedly rational, but only limited” (Williamson, 1996:36 by 
citing Simon, 1957: xxiv), since the stakeholders have limited capabilities in terms of information 
retrieval and processing (Kagelmann, 2001). As a consequence, the second assumption leads to 
opportunism, which means that all transaction participants - wherever possible - pursue their 
own interests, even beyond moral boundaries (Schreyögg, 1998). With regard to the sourcing 
process, behavioural uncertainty needs to be considered in connection with the geographical 
allocation aspect (Murray et al., 2009; Mudambi and Tallmann, 2010). As this research has shown, 
behavioural uncertainty within make-or-buy decisions emerges mainly due to cultural differences 
between the principal and the potential agent (Dunning, 2000). As a result, this thesis explains 
behavioural uncertainty by synthesising cultural dependencies and thus satisfies both cultural and 
location selection questions (Dunning, 2000) as well as theoretical considerations with regard to 
governance in marketing processes. 
Summarising this research, I can conclude that sourcing and governance choice for pricing, 
branding, communication, supply chain management, customer management, marketing 
controlling and marketing management cannot be predicted by the transaction-cost theory. The 
new institutional economics theory is not suitable for explaining such functions. Furthermore, it 
was found that asset specificity and cultural dependencies have a significant primary effect on the 
process of market research. Asset specificity predicts whether market research is sourced to 
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alliances/JV or to the market. An increase in asset specificity opposes a tendency towards market 
governance. In the same way, asset specificity significantly predicts whether the process is 
sourced to contractual solution providers or market actors. When asset specificity increases, 
contractual scenarios become less likely to be chosen than market governance. Regarding cultural 
dependencies, this research looks at whether alliances/JV are preferred over market governance. 
An increase in behavioural uncertainty fosters decisions against market governance. It was also 
evident that asset specificity and cultural dependencies have an impact on the domain of product 
development. Precisely, higher asset specificity and cultural dependencies lead to lower a 
probability of market governance. Results for the process domain direct marketing imply that 
increasing cultural dependencies in direct marketing results in a sourcing trend towards 
hierarchical scenarios instead of towards market governance. Considering contractual and market 
governance, it was shown that the higher the cultural dependencies, the more likely direct 
marketing is located to market governance than to intuitional scenarios. Behavioural uncertainty 
has no impact on governance choice of direct marketing in accordance with institutional versus 
market governance. Last but not least, it was found that technological uncertainty is not a driver 
for sourcing decisions in marketing.  
As mentioned in the introduction, resource-based theory was applied in order to investigate 
strategic-specific factors as drivers for sourcing and governance within the marketing domain. 
This research therefore contributes to the theory by investigating the effect of complementary 
capabilities, strategic relatedness, the relational capability-building mechanism and cooperative 
experience on marketing-process sourcing by showing significant correlations between the 
contractual and market governance of marketing processes and the named variables. All 
correlations facilitate sourcing towards contractual and market governance. Concluding, these 
results contribute to resource based theory by first confirming the theory for the marketing 
function of multinational enterprises and then providing an application for marketing and 
transition managers. These circumstances will be explained in detail in the following section. 
8.2.2 Implications for managerial practice 
As Thiétart (1999) states, management research aims to support practitioners, who are looking to 
solve real world problems. This thesis addressed research questions which are concerned with 
marketing-process sourcing and governance and is set against the backdrop of changing market 
conditions. Enterprises have constantly to rethink their value chains and therefore their sourcing 
strategies. Markets in emerging countries are permanently changing from the world's workbench 
to new markets with high growth rates. Western enterprises had and still have to rethink the 
acquisition of resources and the way in which they access these markets. As shown in the 
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literature review, the sourcing discussion in marketing is still not day to day practice but is 
becoming more and more emphasised in managerial practice. The main aspects that account for 
sourcing and relocation activities in practice are problem definition, process selection, selection 
of decision support models, risks and opportunities of the concept, alternatives and allocation, 
implementation strategies, and performance and success monitoring (Porter, 1998; Kagelmann, 
2001; Thommen and Achleitner, 2003; Vahs, 2005; Hollekamp, 2005). Even though most of 
these aspects are already developed and mapped to other business functions, there is still no 
comprehensive framework for marketing available which circumscribes sourcing and its 
influencing factors. Furthermore, as the expert interviews have shown, there is currently little 
understanding of how optimisation and processes evaluation for marketing can be done. This is 
because marketing as a business function is, firstly, relatively close to the business core and is part 
of the value chain. Secondly, with average spending of up to ten percent of enterprises’ revenue, 
the marketing function is less impacted by cost-cutting measures or efforts to reduce overhead 
and spending than it is by support functions. Such support functions are namely human 
resources, finance and accounting or infrastructure and are relatively easy to reallocate since the 
economy of scale enables a reduction in transaction-cost through activity bundling. With regard 
to this problem description, the proposed thesis offers perspectives under which transition 
managers can apply factors that are deducted from theory, which are in line with existing 
sourcing practice and provide sustainable and robust measures. These factors and measures were 
deducted from reliable and tested fundamental economic domains – precisely transaction-cost 
theory and resource-based theory. For real-world problems, this means that existing models 
from, for example, the finance and accounting transition practice can also be applied in order to 
evaluate processes in the marketing business function. More precisely, managers can review their 
processes on an asset specificity level by using measures based on business criticality and process 
complexity. On a technical level, economy of scale can be reviewed by using measures based on 
standardisation and distinctness of the underlying information systems. Furthermore, this 
research supports transition managers in the pre-assessment of marketing processes in terms of 
dependency on environmental circumstances. This, fundamentally backed up through OLE 
which is quite common in location assessment (Dunning, 2000) and behavioural uncertainty 
(Williamson, 1975), enables practitioners to either apply existing transition methods or to use the 
results of this research as starting point for customising their own model. 
Further implications for managerial perspective occur with regard to benchmarking. For 
enterprises, it is helpful to understand how market players design and locate their processes. 
Even though the multinomial regression analyses lead to the conclusion that sourcing cannot be 
predicted for several processes, the results are very valuable in terms of making statements about 
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how well-known factors like process complexity, business criticality, level of technology, process 
standardisation and cultural dependencies can be used when analysing marketing processes. The 
results of the thesis may help practitioners to understand the best candidates for internal 
reallocation, the best outsourcing candidates from outside the enterprises’ boundaries or even 
those candidates fully purchased from market actors. Therefore, such considerations enable 
ambitious and creative transition managers and business planners daring to approach core 
functions and processes to eventually find new opportunities to optimise a company’s value chain 
by relocating activities or even processes to better governance options by applying the models 
proposed here. Representative data according to the application as a managerial strategy is usually 
provided by management and strategy consultancies. Even though such descriptive accounts may 
lack statistical explanations through model testing, they provide good starting points and 
explanations for both, academics and practitioners. Consequently, this study adds empirical 
descriptive information about how multinational enterprises currently source their marketing 
processes. 
Last but not least, this research has shown that the relevant strategic drivers for allocating 
marketing activities and processes behind the boundaries of an enterprise are explainable through 
resource-based theory (cp. section 7.3 on page 166). Consequently, strategic managers or process 
owners can use these results to proactively build up strategic specificity by increasing the level of 
complementary capabilities and testing and evaluating strategic relatedness between process, 
customer and potential sourcing partners as an anticipated measure to avoid transition pitfalls 
from a strategic perspective. 
This research shall also encourage managers to orchestrate their own process-assessment 
measurement tool. The author of this thesis takes the liberty to recommend managers to apply 
concurrent theories and approaches simultaneously in order to evaluate their enterprise-specific 
marketing-process environment. Since a high emphasis on risk awareness and business planning 
hinders creativity in managerial operations, new paths and methods sometimes need to be freely 
deployed by combining approaches. The best-of-breed solution is an exception in neither daily 
decisions nor in business operations. Enterprises are legal and individual entities but also share 
common interests with other market players. In such markets, standardisation is desired, but 
protection of intangible assets is also needed to secure competition. Consequently, managers 
have to find new ways within business development to ensure competitiveness and performative 
value chains. With regard to this thesis, managers, who are entrusted with process administration 
and development, are recommended to apply transaction-cost economics in order to avoid neo-
classism pitfalls. Such approaches limit decision makers to inadequate cause-and-effect cost-
driven decisions without taking organisational demands into consideration. Therefore managers 
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can avoid tripping into such pitfalls by applying the models suggested in this research. 
Furthermore, resource-based variables put managers into the position of building up robust 
strategic measures in order to ensure organisational integrity and hence acceptance during 
decision and evaluation processes. In closing, the author of this thesis recommends managers to 
bring into play existing process-transition frameworks from other business and support 
functions. Process-reallocation frameworks from e.g. finance and accounting or human resources 
already cover company-specific customisation in terms of strategic sensitivities and robust and 
stable measures in initial stages or even advanced stages with regard to new institutional 
economics. As this research has shown, the knowledge transfer of process-reallocation from 
support functions to the business core of marketing process is not as far as it may initially appear. 
8.3 Limitations of the study 
The primary limitation of this research stems from its design perspective. Since this study was set 
up as a mixed methods research project, both, qualitative and quantitative research had to be 
performed concurrently, which was not comprehensively possible for the qualitative research part 
because of limited resources. As Burke and Christensen (2008) further argue, such an approach 
may require a research team, which wasn’t available at the end of this research project. As already 
mentioned in chapter 7 on page 162, the expert discussions were limited to five interviews for the 
confirmation of the research findings. Of course this did not fulfil the requirements from a 
qualitative-explanatory perspective but, however, was applied as an explanatory approach in order 
to enrich the results of the quantitative data-collection phase. Another design limitation arises 
from the sampling strategy, as the sampling approach may possess key informant conflicts 
(Marshall, 1996). This consequently leads to difficulties in terms of the generalisation of results to 
a larger population (Phillips, 1981). 
Further limitations have to be named with regard to theory perspective, since this research 
emphasises transaction-cost theory and resource-based theory and thus ignores several potentially 
suitable fundamental approaches which were introduced in section 3.2.1.3 and evaluated in detail 
in section 3.3. Even though transaction-cost theory and resource-based perspective were 
discovered of the most suitable explanation approaches, this study ignores any possible further 
impact of network theory, principal agent theory or even mixed approaches that combine neo-
classical techniques with new institutional economics. 
With regard to the creation of the scale and consequently its reliability (cp. section 6.4.1 on page 
135), the tests for Cronbach’s Alpha in the data analysis chapter (cp. section 6.4.1 on page 135) 
reports coefficients below 0.7. Research in Cronbach’s Alpha shows distinctively  that internal 
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validity can only be guaranteed if the reliability coefficient is close to 0.7 or higher (Peterson, 
1994; Gliem and Gliem, 2003). In literature, it is widely accepted that scales with insufficient 
reliability coefficients need to be addressed by either adding items to the scale which can improve 
increase reliability or the items itself need to be redesigned. Since technological uncertainty of 
product development (.605), branding (.576), customer management (.473) and the strategic 
relatedness (.364) of strategic-specificity did not fulfil this requirement, these variables need also 
to be taken into account. Consequently it has to be mentioned that the technological uncertainty 
of product development, branding and customer management possess questionable reliability of 
their scale and are therefore not fully suitable in order to represent a decent measure. However, it 
is to mention that the factor loadings of the above mentioned items are around 0.8 and 
demonstrate sufficient internal validity for all variables and processes. Furthermore, the 
significant results of the regression analysis for market research, product development and direct 
marketing are not affected from this limitation since technological uncertainty has no main 
effects on the dependent variable. Furthermore, research has shown that new scales with 
reliability coefficient values of .05 and above are acceptable (cp. section 6.4.1) as well. 
Nonetheless, within these limitations, the present results of this research add interesting insights 
to understanding sourcing and governance of marketing processes and offer as well interesting 
starting points for further research and managerial practise. 
8.4 Suggestions for further research 
Firstly, and with regard to the previously discussed limitations, an interesting future research 
suggestion would be to apply a cluster sampling with an acceptable sample size based on industry 
categories in order to investigate how and if industry has a moderating effect on marketing and 
process allocation, sourcing and governance. Since this study was not able to confirm alternative 
hypotheses for marketing processes, that are allocated near to the line organisation, it would be 
interesting to find out what the core elements are and what the potential future outsourcing or 
reallocating components of such processes are and how this goes in hand-in-hand with 
knowledge-process sourcing. Furthermore, this study did not find evidence that technological 
uncertainty has an impact on the governance and sourcing choice. Therefore, it would be 
interesting to investigate in detail why this is the case and to provide significant evidence for this 
phenomenon.  
Secondly, new business concepts, such as demand companies, that basically represent an 
application of the so called sharing economy, may add further new aspects to the question of 
which conditions influence a company’s decision to locate a process outside the enterprises’ 
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boundaries. Nowadays, with almost everybody carrying a little pocket computer around with 
them at all times, new businesses, which have begun not only tackling traditional business but are 
also challenging relatively new approaches aimed at explaining the economy on a more 
sophisticated level in the same way that new institutional economics do, probably require a 
readjustment because of such new developments that push transaction costs down. One example 
and sourcing opportunity for the implementation of such an approach was put into practice by 
Colgate-Palmolive in 2012 when the enterprise “purchased” a 30-second video advertisement 
with the video service Tongal. The service company is a creative media platform that acts as a 
mediator for companies in need of new video content and various forms of online advertising. It 
draws on the world-wide creative community by implementing crowdsourcing and, in the case of 
Colgate-Palmolive, the consumer goods offered $17,000 and ended up broadcasting the video 
clip during the Super Bowl. Companies usually invest hundreds of thousands in their advertising 
production for advertising broadcast during such a popular event. Since this example can easily 
be explained through transaction-cost economics, it would be interesting to examine how such 
new economical appearances fit into the sourcing and governance strategy of marketing 
departments, e.g. with an emphasis on communication or branding processes. 
8.5 Concluding remarks 
Concluding, the initial aim of this study was to determine how a sourcing strategy of marketing 
activities and processes in a multinational enterprise can be put into practice by applying new 
institutional economics. As the literature review has shown, there is currently little substantial 
understanding of how activities and processes in marketing can be sourced and geographically 
relocated. This is also addressed very sparsely in economic research. This study therefore 
contributes to the current body of knowledge that is concerned with the sourcing and allocation 
of marketing processes by developing a clear picture of what marketing processes actually are and 
how they can be identified and contextualised in the context of multinational enterprises.  
Consequently, a conceptual model was developed in order to suggest how transaction-cost 
economics and resource-based theory interplay with marketing-process sourcing. The model uses 
transaction-cost theory to synthesise practice-oriented process characteristics and aims to express 
governance choice as a function which is derived from process complexity, business criticality, 
technical and system-related drivers, standardisation of the transaction and cultural dependencies 
of the transaction. Furthermore, resource-based theory was used to include non-transactional 
variables that influence decision making and thus governance choice along with the question of 
strategic partnership and contracting. Consequently, this research was designed as a sequential-
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explanatory mixed-method data-collection strategy and cluster sampling in order to research 
marketing-process sourcing and allocation in multinational enterprises.  
This study thus performed practical research in business economics in two steps: the acquisition 
and the interpretation of problem-relevant empirical-scientific theories and scientific knowledge 
using qualitative and further testing of the explanations and statements in managerial and 
practical contexts through expert interviews in order to discuss the findings. The multinomial 
regression analysis of the quantitatively collected data has shown that the null hypotheses has to 
be accepted for pricing, branding, communication, supply chain management, customer 
management, marketing controlling and marketing management, and that there is no statistical 
significant evidence that asset specificity, technological uncertainty or cultural dependencies have 
an impact and predict sourcing and governance choice for these processes.  
Furthermore, it was found that asset specificity and cultural dependencies have significant main 
effects on market research, product development and direct marketing. Linear regression and 
Pearson correlations have also shown highly significant correlations between contractual and 
market governance of marketing processes and the complementary capabilities, strategic 
relatedness, relational capability building mechanism and cooperative experience.  
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REFLECTIVE DIARY 
My reflective diary is structured in three parts. Part one is dedicated to the first eighteen months 
of the program which was taught in Germany at the International Business School (IBS) in 
Lippstadt. Part two describes my experiences during the research project and part three explains 
how my approach has altered over the past years with regards to analytical thinking, the ability to 
synthesise content and arguments and their evaluation and application. 
Part I - Reflection based on taught modules 
The first eighteen months of the DBA program addressed five modules which had to be passed 
at the beginning of the program before proceeding to the primary research. The modules of the 
theoretical stage of the program were the philosophical underpinnings of research, quantitative 
and qualitative methods, critical evaluation of research, and research planning and proposal 
writing. The content and my experiences of this stage will be described below. 
The module “philosophical underpinning for research methods” addressed evidence on both the 
understanding and application of research-based concepts. Further, secondary sources needed to 
be synthesized in terms of explanations of important research concepts within their paradigm 
settings. I learned during this first seminar and the assignment work that my personal 
epistemological position and preferred research approaches will lead to structured and feasible 
research design and thus to a feasible research project. Furthermore, I understood that the 
research process needs to be set up wisely in order to avoid the risk of ending up in unstructured 
and partially useless data that cannot be applied to my research questions and hypotheses. After 
finishing the module I had been familiarised with the philosophical underpinnings. One 
remarkable impression was that the requirement in terms of the philosophical underpinnings of 
fundamental research is different than that of business and management research, since the 
selection of suitable research methods and the research design itself is more important in 
business and management research than is alignment to a specific epistemological paradigm and 
the strict adherence to a predetermined methodology.  
The second module addressed quantitative research methods or, more precisely ─ with the 
understanding and application of quantitative research based concepts through the development 
of a measurement instrument ─ the collection and processing of data using SPSS, the usage of 
statistical tests and the interpretation of data sets and findings. Two assignments had to be 
delivered after the lectures. Firstly, a small scale research project was to be developed. I had to 
define research objectives, design a simple questionnaire, collect the data, carry out significance 
tests and report the findings. The objective of my research was to find out whether between two 
REFLECTIVE DIARY  180 
age categories (35 years old or younger, older than 35 years) significant differences exist with 
respect to the overall level of happiness due to the amount of outside work interest, or the level 
of fulfilment satisfaction related to a current job function and the demographical variables 
income and marital status. According to my research objectives, the following research questions 
were deducted: “Are younger people (35 years and under) with a high level of outside work 
interest happier than people who are older than 35 years and have with a high level of outside 
work interests or not?” and “Are younger people (35 years and under) with a high level of 
fulfilment satisfaction related to their current job function overall happier than people older than 
35 years with the same level of fulfilment satisfaction related to their current job function or 
not?” The second assignment of the module was an analysis of supplied data that reported the 
income levels and recreation expenditures for a representative sample of young females living in a 
small town. Measurements recorded recreation expenditures during the previous year, y, and the 
total annual income, x. My task was to analyse the data spread and relationship by relevant means 
of SPSS graphical display and to discuss what, if any, relationship appeared to exist between the 
variables displayed on the output plot, to compute the correlation coefficient for the two 
variables y and x and interpret the results, to carry out a test to determine whether the amount 
spent on recreation increases along with the family income, to indicate if this can be modelled 
and to present a report of the findings and mention in the limitations any other major factors that 
it may be important to control for or measure when carrying out this type of research and 
analysis. The key learning objective was to understand how to apply quantitative research 
methods in terms of developing an instrument and collecting data and, further, entering the data 
into SPSS and running several analyses. 
Module three ─ qualitative research methods – addressed the application of qualitative research 
methodology, design and methods for carrying out research in a workplace context. The 
objective of the module’s assignment was to develop a research or consultancy proposal that sets 
out how one will address a research project in a workplace. The assignment focused on the 
development of a research question or consultancy problem that lends itself to being answered 
and solved by using qualitative methodology and further required the development an 
appropriate and logical methodological approach to resolving the issue or question. The 
assignment also required the performance of a small scale literature review before phrasing the 
research questions. Firstly, I proposed the execution of a cross-sectional, semi-structured, in-
depth interview study in order to explore how media production and communication services 
need to be constructed and successfully embedded into the shared service environment of large-
scale enterprises. The research was intended to generate an enhancement of the existing 
management concept of shared services in terms of media production and communication 
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services. To gain validity and transferability of the research, a detailed interview guide was 
developed and the results were triangulated with theory and compared between different business 
units of the case company. The results were presented as a comprehensive written report to 
provide a thorough review of the findings, applied methods and interpretations. Even though the 
case company represented a typical multidimensional large-scale enterprise, the research 
outcomes from investigation within this organisation might have been criticized for lacking 
potential credibility to serve as a basis for generalisation and transferability, as the study was set 
up qualitatively. Nonetheless, this module increased my knowledge in terms of how to set up the 
structure of a research project, perform literature reviews and phrase research problems and, last 
but not least, define a project structure. 
Module four ─ the critical evaluation of research – addressed the ability “to learn from the 
parallel between the constructively-critical reading of others’ writings in the literature and self-
critical writing as creators of academic literature for other critical readers”. This was facilitated by 
the critical reading of management texts, research reports and proposals, the construction and use 
of a method to approach the critical examination of research literature, the review of “literature 
that focuses on in-depth critical analyses of individual texts” with special emphasis on 
management, the understanding of the basic ways to approach literature from a critical 
perspective, and by informed independent judgements on what appear to be complex managerial 
issues. In order to pass the module, two published academic works were to be evaluated critically 
in terms of their conceptual underpinning, relevant published literature, methodological 
approaches and their suitability, their criticality of others’ work, their research evaluation, 
contribution to knowledge, logic, adequacy and the extent of the findings, clarity and the style of 
the storyline used in the article. Further, a brief discussion about alternative models, methodology 
or approaches that could have been chosen was necessary in order to pass the module. Last but 
not least, I needed to be reflective and had to discuss the implications from the article which I 
could apply to my own work situation. In conclusion, my main criticism was the fact that the 
analysed literature dated back to the early 1990s. Since the paper was published in 2001, the 
authors should have compared their conclusion with up-to-date academic research. Since analysis 
is the process of breaking down data and clarifying the nature of its component parts and the 
relationships between them, I had expected the researchers to present their findings in a less 
descriptive manner. Indeed, the cases are described intensively, but it was hard to get to the core 
statements of the analysis. Overall, the paper tended to not be robust through and through. First 
and foremost, the methodology section could have been more detailed in order to demonstrate 
the validity of the research. The work was not clear in some areas when it came to the objectives 
and the underlying research questions. Graphical illustrations may have helped to show the 
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connections between the cases instead of inflated descriptions of how the companies proceeded. 
Overall, it was not clear what kind of contribution this work made to management practice and 
which recommendations the authors drew from their work and how the work is limited. In 
accordance with the implications for my own work situation, engineering and quality 
management is considered in a different context than that which is defined in total quality 
management (TQM). In engineering, and especially software engineering, quality is mainly driven 
through methodologies that ensure that the selected engineering process model can be applied in 
alignment with development objectives. For instance, in my work environment the COBIT 
(Control Objectives for Information and Related Technology) is the primary framework for 
ensuring that systems are designed, implemented and run in a standardised fashion. COBIT is 
also recommended for listed companies that have to fulfil the requirement of the Sarbanes Oxley 
Act or Basel II. COBIT also provides standard procedures, which are very strict and sometimes 
even mandatory, for the management of software companies. Therefore, the outcomes of the 
analysed publications have no implications for my own work environment. 
The last module addressed research planning and proposal writing. After successful completion 
of the module, I was able to structure ideas logically into an acceptable proposal to form the basis 
to judge whether the research is acceptable, feasible and whether it can lead to the potential 
award of a DBA. Even though these first eighteen months mark an enormous step for me in 
terms of analytical and academic thinking, most of the work and experience still lay ahead of me.  
Part II – Experiences during the research project 
Before starting the actual research and literature review, I had to change my research proposal 
completely, since the proposal that I had written during the assignment wasn’t accepted by my 
supervisors. Furthermore, my initial plan was to involve an external second supervisor, who is a 
subject matter expert for the topic I was dealing with. This was unfortunately also declined by the 
program management. These two circumstances resulted in a delay of about six months during 
which I rewrote and rephrased the research proposal and adjusted my project objectives. Looking 
back at this situation, I understand now that my initial proposal was full of mistakes and from the 
perspective of feasibility, it was doubtful that I would have been able to run a proper research 
project with my initial model. The whole idea was much too related to managerial practice 
without be grounding in academic backgrounds and theories. Therefore, I decided to start from 
zero and spend more time on fundamental academic literature of process governance, 
outsourcing and leadership in marketing. This basically led to the idea to consider my research 
area from an academic perspective and part with the idea that my thesis had to be fully aligned 
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with an operational management question. Looking back, I do really appreciate the challenge 
from my supervisors, since I started to approach my topic from another viewpoint, which 
enriched my understanding of the main principles of process governance and sourcing. 
The initial literature review lasted almost one year. I reviewed more than 300 sources. Structuring 
and organizing such amount of information was indeed a huge effort but finally lead to a 
comprehensive overview of the whole body of knowledge. Nonetheless, it is important to 
mention that governance, sourcing and process management can be approached from many 
directions, meaning that I had to focus and narrow down my research topic very precisely in 
order to avoid a never-ending literature review stage. Most difficult part during the literature 
review was to distinguish between research and consultancy projects. Since my mind-set has been 
characterised by work in managerial and consultancy practice for decades, it took a while to shift 
to an academic viewpoint. 
After having finished and discussed the literature review with my supervisors, I moved on to the 
methodology part of the review. This stage definitely marked the most interesting stage of the 
research, as I was able to apply my creativity in terms of formulating a model, defining research 
goals, setting up structures and playing with several methodological options. Even though 
reconciliation efforts between me and my supervisors were intensive, I finally managed to setup a 
proper model which is based upon and grounded in real academic theory and further formulate 
my hypotheses. Also during this stage, the research project and structure became very clear to 
me. Thinking back, it was the first time in two and half years that I had the impression that I 
could see the end of tunnel ahead of me. I was really impressed by how everything suddenly 
made sense and looked feasible, which further lead to new motivation. But, another issue with 
the sampling of the data started to concern me. I realized that the response rate of my requests 
turned out to be very bad. I tried to approach companies via their web pages and tried to find the 
right contact person. Unfortunately, many enterprises either did not reply or they refused or only 
a few companies showed interest. I therefore decided to change the data-collection strategy and 
set up a LinkedIn premium subscription for several months. This commercial carrier platform 
offers monthly-fee-based access to all listed members via intelligent search algorithms, which 
basically means that one can search the entire member database according to company, job 
description and so on. This solution finally put me into the position to approach the individuals I 
needed as samples. The only negative side effect was that one-to-one communication was 
necessary to convince people to participate in the survey, and in order to achieve the expected 
response rate this procedure was painful but a necessity. 
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Having finished the data-collection phase, it was time to begin with the analysis of the data. Since 
I am not a statistics genius, I was somewhat afraid of the SPSS phase. When I started the analysis, 
I spent a couple of months overseas and tried to keep my rhythm of leisure – work – family – 
thesis sustainable. I actually was convinced that the module “Quantitative Research Methods” 
had prepared me ─ especially due to the fact that I had passed the assignment very well – but the 
reality looked very different. Dealing with descriptive statistics wasn’t new for me, but regression 
analysis and model reporting turned out to be difficult. After a couple of weeks I finally made it, 
but after the first reviews all of my work turned out to be worthless. That was really 
disappointing and frustrating. Almost four months of work had been done in the entirely wrong 
direction. I needed another eight weeks to check my regression analysis again and finally managed 
to compile useful results. From that point on, most of the work was done and the fun part 
started with the analysis and production of the results and reports. This final stage of the data 
analysis section was straight-forward without any further disturbing issues. The end of the tunnel 
had come significantly closer. 
The final writing and finishing of the research work was mainly aimed at checking the structure 
and references and writing up the conclusions and discussions from the previously performed 
data analysis and triangulating my statistical findings with four subject matter experts in order to 
enrich and discuss my quantitative data results with persons from managerial practise. The main 
purpose was to discuss the limitations and inconsistent results of my research, which further 
helped me to identify additional research demands and the weaknesses of my work. 
Looking back on almost five years of participating in this DBA program, I had to overcome 
many obstacles, experienced ups and downs and went through pessimistic but also very 
enthusiastic periods. Writing a DBA thesis as a part-time student revealed my personal limits to 
me at times. In addition to sometimes very heavy project work, travelling periods and private life 
and keeping the discipline up and staying focused in order to completed such a project, I had to 
subordinate friends, family or leisure activities at times, but overall the positive aspects 
predominated ─ especially with regards to what I learned and how my analytical skills and my 
mind-set changed. 
Part III – Key learning in analysis, synthesis, evaluation and application of knowledge 
My key learning over the last five years can be divided into three parts: knowledge and skills 
gained in the previous modules, knowledge gained from theory with regards to the application of 
new skills acquired from the project itself and knowledge gained during the research project 
process.  
REFLECTIVE DIARY  185 
As described above, I acquired knowledge pertaining to the main research methodologies, their 
underpinnings and implications of ontological and epistemological issues in terms of the research 
project. Further, research methods and the underlying data-collection tools are now familiar to 
me as well as, last but not least, the organisational process behind setting up a research project. 
Furthermore, my cognitive thinking skills increased because the module and course work helped 
me to reflect on applications and approaches of methodological implications, the design aspect of 
my work and also not to forget the ethical implications that may result from or during my study. 
From an applicability perspective I learned how to design and create measurement tools that can 
be applied in both worlds – in consultancy and in academia. This is especially useful for my daily 
work-life. I experienced an enormous improvement in the quality of my work, since I learned 
how to set up proper questionnaires, to analyse the collected data, and, last but not least, I am 
now able to transfer my judgement and findings in a more logical and robust way than before. 
The way I build up arguments now shows more confidence in the use and application of the 
achieved outcomes, because the assessment and consideration are always directed towards 
usefulness within managerial practice. 
As the University of Surrey adopts the view of the Association of Business Schools (ABS), “the 
DBA is primarily designed to enable a significant contribution to the enhancement of 
professional practice in the business area through the application and development of theoretical 
frameworks”, and therefore the DBA is concerned with the research of real managerial dilemmas. 
Based on this definition, I constructed my research and discovered that I am now able to make 
judgements on complex topics in a more analytical way, since I know how to deal with 
unstructured or partially unavailable data. Furthermore, I possess a new set of tools facilitating 
the synthesis of complex information and data into ideas, concepts and models in my own field 
of knowledge. From a professional perspective I am able to push new ideas forward and 
communicate these ideas substantially to stakeholders and partners, which leads to a faster 
application of concepts and models. In conclusion, I am very happy and proud to finally finish 
this project, which has enabled me to be a research practitioner in business, who understands the 
use and application of evidence-based approaches in the resolution of enterprise-based problems 
and how to apply logical structure to interpretation.  
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Einführung für Studenten und Praktiker, Braunschweig; Wiesbaden, Vieweg. 
Gaitanides, M. 1983. Prozessorganisation: Entwicklung, Ansätze und Programme prozessorientierter 
Organisationsgestaltung, München, Vahlen. 
Gaitanides, M. 1994. Prozeßmanagement: Konzepte, Umsetzungen und Erfahrungen des Reengineering, 
München u.a., Hanser. 
Galunic, D. C. & Rodan, S. 1998. Resource Recombinations in the Firm: Knowledge Structures 
and the Potential for Schumpeterian Innovation. Strategic Management Journal, 19(12), pp.1193-
1201. 
Geyskens, I., Steenkamp, J.-B. & Kumar, N. 2006. MAKE, BUY, OR ALLY: A 
TRANSACTION COST THEORY META-ANALYSIS. Academy of Management Journal, 49(3), 
pp.519. 
Geyskens, I., Steenkamp, J.-B. E. M. & Kumar, N. 2006. Make, Buy, or Ally: A Transaction Cost 
Theory Meta-Analysis. The Academy of Management Journal, 49(3), pp.519-543. 
Gill, E. 2012. Knowledge process outsourcing and the legal sector: the Evalueserve approach. 
Legal Information Management, 12(1), pp.16. 
Gliem, J. A. & Gliem, R. R. Calculating, interpreting, and reporting Cronbach’s alpha reliability 
coefficient for Likert-type scales. 2003. Midwest Research-to-Practice Conference in Adult, 
Continuing, and Community Education. 
Gottfredson, M., Puryear, R. & Phillips, S. 2005. Strategic Sourcing From Periphery to the Core. 
Harvard Business Review, 83(2), pp.132-139. 
Graf, M. & Mudambi, S. M. 2005. The outsourcing of IT-enabled business processes: A 
conceptual model of the location decision. Journal of International Management Journal of International 
REFERENCES  192 
Management, 11(2), pp.253-268. 
Grant, R. M. 1991. The Resource-Based Theory of Competitive Advantage: Implications for 
Strategy Formulation. California Management Review California Management Review, 33(3), pp.114-135. 
Grant, R. M. 1996. Prospering in Dynamically-Competitive Environments: Organizational 
Capability as Knowledge Integration. Organization Science, 7(4), pp.375-387. 
Grant, R. M. 1996. Toward a Knowledge-Based Theory of the Firm. Strategic Management Journal, 
17(Winter Special Issue), pp.109-122. 
Grimpe, C. & Kaiser, U. 2010. Balancing Internal and External Knowledge Acquisition: The 
Gains and Pains from R&D Outsourcing. Journal of Management Studies, 47(8), pp.1483-1509. 
Grubbs, F. E. 1969. Procedures for Detecting Outlying Observations in Samples. technometrics 
Technometrics, 11(1), pp.1-21. 
Gummesson, E. 1991. Qualitative methods in management research, Newbury Park, Calif., Sage 
Publications. 
Hahn, E. D., Doh, J. P. & Bunyaratavej, K. 2009. The evolution of risk in information systems 
offshoring: The impact of home country risk, firm learning, and competitive dynamics. MIS Quart 
Manage Inf Syst MIS Quarterly: Management Information Systems, 33(3), pp.597-616. 
Håkansson, H. 1989. Corporate technological behaviour : co-operation and networks, London; New York, 
Routledge. 
Hall, R. & University of Newcastle upon Tyne. School of Business, M. 1992. The strategic analysis of 
intangible resources, Newcastle upon Tyne, England, University of Newcastle upon Tyne]. 
Hamel, G. & Prahalad, C. K. 1991. Corporate imagination and expeditionary marketing, Boston, MA, 
Harvard Business School Pub. 
Hamiltion, B.-A. 1998. Shared Services: Management Fad or Real Value. 1. Available: 
http://www.boozallen.com/media/file/33890.pdf. 
Hammer, M. & Champy, J. 1993. Reengineering the corporation : a manifesto for business revolution, New 
York, NY, HarperBusiness. 
Hammer, M. & Champy, J. 1999. Business reengineering die Radikalkur für das Unternehmen, München, 
Heyne. 
Harmancioglu, N. 2009. Portfolio of controls in outsourcing relationships for global new product 
development. Industrial Marketing Management, 38(4), pp.394-403. 
Harrigan, K. R. 1985. Vertical Integration and Corporate Strategy. The Academy of Management 
REFERENCES  193 
Journal, 28(2), pp.397-425. 
Harrison, J. S. 1991. Synergies and Post-Acquisition Performance: Differences versus Similarities 
in Resource Allocations. Journal of Management Journal of Management, 17(1), pp.173-190. 
Harsh, V. V. 2007. Branding: Context, Content and Consequences. Journal of Management Research, 
7(1), pp.27. 
Hätönen, J. & Eriksson, T. 2009. 30+ years of research and practice of outsourcing – Exploring 
the past and anticipating the future. Journal of International Management, 15(2), pp.142-155. 
Heide, J. B. & John, G. 1990. Alliances in Industrial Purchasing: The Determinants of Joint 
Action in Buyer-Supplier Relationships. Journal of Marketing Research, 27(1), pp.24-36. 
Heinen, E. 1980. Einführung in die Betriebswirtschaftslehre, Wiesbaden, Gabler. 
Helmke, S., Uebel, M. & Dangelmaier, W. 2002. Effektives Customer Relationship Management : 
Instrumente - Einführungskonzepte - Organisation, Wiesbaden, Gabler. 
Henderson, B. D. & Gälweiler, A. 1984. Die Erfahrungskurve in der Unternehmensstrategie, 
Frankfurt/Main; New York, Campus-Verlag. 
Hendrix, U. 2003. Outsourcing und Beschäftigung : die Folgen betriebsübergreifender Kooperation für die 
Gestaltung von Arbeit, München, Hampp. 
Herff, M. v. 2002. Outsourcing-Entscheidungen : Beurteilungshilfen bei der Wahl zwischen "Eigenfertigung 
und Fremdbezug" unter Berücksichtigung von qualitativen und quantitativen Aspekten, Aachen, Shaker. 
Hermes, H.-J., Deloitte & Touche GmbH, W. 2005. Outsourcing : [Chancen und Risiken, 
Erfolgsfaktoren, rechtssichere Umsetzung ; best practice: Erfahrungen renommierter Unternehmen ; Shared-
Service-Center: die interne Alternative zum Outsourcing ; auf CD-ROM: Checklisten, Ablaufpläne, 
Präsentationsvorlagen, Entscheidungshilfen ; Ergebnisse der Deloitte-Outsourcing-Studien, Freiburg [Breisgau]; 
Berlin; München [i.e. ] Planegg; Zürich, Haufe-Mediengruppe. 
Hoffmann, F. 1993. Konzernhandbuch : Recht, Steuern, Rechnungslegung, Führung, Organisation, 
Praxisfälle, Wiesbaden, Gabler. 
Holcomb, T. R. & Hitt, M. A. 2007. Toward a model of strategic outsourcing. Journal of Operations 
Management, 25(2), pp.464-481. 
Hollkamp, M. 2005. Strategisches Outsourcing von Geschäftsprozessen – Eine empirische Analyse der 
Wirkungszusammenhänge und der Erfolgwirkungen von Outsourcingprojekten am Beispiel von Grußunternehmen 
in Deutschland, Munich, Germany, Rainer Hampp Verlag. 
Holmström, B. R. 1977. On Incentives and Control in Organizations, Stanford, Stanford University. 
REFERENCES  194 
Horchler, H. 1996. Outsourcing : eine Analyse der Nutzung und ein Handbuch der Umsetzung ; Markt - 
Recht - Management - Abwicklung - Vertragsgestaltung ; [eine Möglichkeit zur Wirtschaftlichkeitsoptimierung 
der Unternehmensfunktionen und Unternehmensprozesse], Köln, Datakontext-Fachverl. 
Hutcheson, G. & Sofroniou, N. 1999. The multivariate social scientist introductory statistics using 
generalized linear models. London; Thousand Oaks, Calif.: Sage Publications. Available at: 
http://SRMO.sagepub.com/view/the-multivariate-social-scientist/SAGE.xml (Accessed: 
30/08/12). 
IDC 2005. Near- und OFFSHORE Services der IT Dienstleister in Deutschland. Germany: IDC 
Corporate USA. 
Isac, N. & BÂGu, C. 2010. GLOBAL PERSPECTIVES IN AUTOMOTIVE INDUSTRY. 
Annals of the University of Petrosani Economics, 10(2), pp.207-214. 
Jacobides, M. G. & Billinger, S. 2006. Designing the Boundaries of the Firm: From "Make, Buy, 
or Ally" to the Dynamic Benefits of Vertical Architecture. Organization Science, 17(2), pp.249-261. 
Jensen, M. C., Meckling, W. H. & International Institute for Economic, R. 1977. Can the 
corporation survive?, Los Angeles, CA; Ottawa, IL, International Institute for Economic Research ; 
Distributed by Green Hill Publishers. 
Jensen, M. C., Meckling, W. H., University of Rochester. Center for Research in Government, P. 
& Business 1976. Theory of the firm : managerial behavior, agency costs and ownership structure, Rochester, 
N.Y., Center for Research in Government Policy & Business, Graduate School of Management, 
University of Rochester. 
Jensen, P. D. Ø. & Pedersen, T. 2012. Offshoring and international competitiveness: antecedents 
of offshoring advanced tasks. Journal of the Academy of Marketing Science, 40(2), pp.313-328. 
Jeong Eun, P., Sungho, L. & Robert, M. M. 2011. A negative side of outsourcing marketing 
functions and market-based learning process. Journal of Strategic Marketing, 19(5), pp.471-486. 
John, G. & Reve, T. 1982. The Reliability and Validity of Key Informant Data from Dyadic 
Relationships in Marketing Channels. Journal of Marketing Research, 19(4), pp.517-524. 
John, K. 2000. Mixed Methodology: Combining Qualitative and Quantitative Approaches. 
Quebec: Universite Laval - Departement des Relations Industrielles. 
Johnson, A. M. 1975. Strategy, Structure, and Economic Performance. Boston: The President 
and Fellows of Harvard College. 
Johnson, B. C. L. B. 2008. Educational research : quantitative, qualitative, and mixed approaches, Los 
Angeles, Sage Publications. 
REFERENCES  195 
Jost, M. 2005. Near- und Offshore Services der IT-Dienstleister in Deutschland. In: IDC (ed.). 
Jouanne-Diedrich, H. v., Zarnekow, R. & Brenner, W. 2004. Industrialisierung des IT-Sourcings. 
Outsourcing), pp.18-27. 
Kagelmann, U. 2001. Shared Services als alternative Organisationsform : am Beispiel der Finanzfunktion im 
multinationalen Konzern, Wiesbaden, Dt. Univ.-Verl. 
Kantsperger, R. 2007. Outsourcing von Marketing-Dienstleistungen - Theoretische Sondierungen 
und empirische Befunde. In: Bruhn, M. & Stauss, B. (eds.) Wertschöpfungsprozesse bei Dienstleistungen. 
Wiesbaden: Gabler. pp.337-357. 
Kaplan, R. S. 1991. Core Process Redesign. McKinsey Quarterly. New York: McKinsey  
Kaplan, R. S. & Norton, D. P. 1997. Balanced scorecard : Strategien erfolgreich umsetzen, Stuttgart, 
Schäffer-Poeschel. 
Kaulmann, T. 1987. Property rights und Unternehmungstheorie : Stand und Weiterentwicklung der 
empirischen Forschung, München, V. Florentz. 
Kearney, A. T. 2003. Selection a country for Offshore Business Processing. Chicago, USA. 
Kern, E. 1990. Der Interaktionsansatz im Investitionsgütermarketing : eine konfirmatorische Analyse, Berlin, 
Duncker u. Humblot. 
Keuper, F. & Oecking, C. 2006. Corporate Shared Services Bereitstellung von Dienstleistungen im Konzern, 
Wiesbaden, Gabler Verlag / GWV Fachverlage, Wiesbaden. 
Khan, S. & Schroder, B. 2009. Use of rules in decision-making in government outsourcing. 
Industrial Marketing Management, 38(4), pp.379-386. 
Kieser, A. 2003. Organisation, Stuttgart, Schäffer-Poeschel. 
Kim, J. M. J. T. 2005. Property rights theory, transaction costs theory, and agency theory: an 
organizational economics approach to strategic management. MDE Managerial and Decision 
Economics, 26(4), pp.223-242. 
Klein, S. 1989. A Transaction Cost Explanation of Vertical Control in International Markets. 
Journal of the Academy of Marketing Science Journal of the Academy of Marketing Science, 17(3), pp.253-
260. 
Kline, P. 1999. Handbook of psychological testing, London, Routledge. 
Knoedler, J. T. 1995. Transaction Cost Theories of Business Enterprise from Williamson and 
Veblen: Convergence, Divergence, and Some Evidence. Journal of Economic Issues, 29(2), pp.385-
395. 
REFERENCES  196 
Knolmayer, G. & Institut für, W. 1991. Auslagerung von Servicefunktionen als Strategie des IS-
Managements, Bern, Institut für Wirtschaftsinformatik der Universität Bern. 
Knolmayer, G. & Mittermayer, M.-A. 2000. Quick Guide to Outsourcing : Entscheidungshilfe und 
Wegleitung bei Outsourcing-Projekten, Zürich, ASC Application Service Center. 
Kobayashi-Hillary, M. 2005. Outsourcing to India the offshore advantage, Berlin; New York, NY, 
Springer. 
Kogut, B. & Zander, U. 2003. Knowledge of the firm and the evolutionary theory of the 
multinational corporation. Journal of International Business Studies, 34(6), pp.516-529. 
Kosiol, E. 1976. Organisation der Unternehmung, Wiesbaden, Betriebswirtschaftlicher Verlag Gabler. 
Kotorov, R. P. 2001. Virtual organization: conceptual analysis of the limits of its decentralization. 
Knowledge and Process Management, 8(1), pp.55-62. 
KPMG. 2008. Knowledge Process Outsourcing. Global Issues and Insights. Available at: 
http://www.kpmg.com/Global/en/IssuesAndInsights/ArticlesPublications/Pages/Knowledgep
rocess-outsourcing-article.aspx (Accessed: 31/08/12). 
Küting, K. 1987. Handbuch der Rechnungslegung : Kommentar zur Bilanzierung u. Prüfung, Stuttgart, 
Fachverlag für Wirtschaft u. Steuern Schäfer. 
Laatz, W. 1993. Empirische Methoden : ein Lehrbuch fu ̈r Sozialwissenschaftler, Thun u.a., Deutsch. 
Lacey, K. & Blumberg, D. 2005. Marketing Methods — Improving business performance with 
outsourcing. Journal of Medical Marketing, 5(1), pp.15-18. 
LaPlaca, P. J. 2009. The impact of outsourcing on B2B marketing. Industrial Marketing Management, 
38(4), pp.373-375. 
Le Bon, J. & Hughes, D. E. 2009. The dilemma of outsourced customer service and care: 
Research propositions from a transaction cost perspective. Industrial Marketing Management, 38(4), 
pp.404-410. 
Lee, S. & Walsh, P. 2011. SWOT and AHP hybrid model for sport marketing outsourcing using a 
case of intercollegiate sport. Sport Management Review, 14(4), pp.361-369. 
Lewin, A. Y. & Peeters, C. 2006. Offshoring Work: Business Hype or the Onset of Fundamental 
Transformation? Long Range Planning, 39(3), pp.221-239. 
Li, Y., Wei, Z. & Liu, Y. 2010. Strategic Orientations, Knowledge Acquisition, and Firm 
Performance: The Perspective of the Vendor in Cross-Border Outsourcing. Journal of Management 
Studies, 47(8), pp.1457-1482. 
REFERENCES  197 
Lin, Y., Zhou, Y. & Li, J. Marketing outsourcing risk assessment in the real estate based on risk 
matrix model.  Information Systems for Crisis Response and Management (ISCRAM), 2011 
International Conference on, 25-27 Nov. 2011 2011. pp.134-138. 
Löhe, J. & Legner, C. 2010. SOA adoption in business networks: do service-oriented 
architectures really advance inter-organizational integration? Electronic Markets, 20(3), pp.181-196. 
Loncan, T. & Meucci Nique, W. 2010. Degree of Internationalization and Performance: 
Evidence from Emerging Brazilian Multinational Firms. Globalizacion, Competitividad y 
Gobernabilidad/Globalization, Competitiveness and Governability, 4(1), pp.40-51. 
Lumley, T., Paula, D., Emerson, S. & Lu, C. 2002. The importance of the normality assumption 
in large public health sets. Annual Review of Public Health, 23), pp.151-169. 
Luo, Y. 2002. Building Trust in Cross-Cultural Collaborations: Toward a Contingency 
Perspective. Journal of Management, 28(5), pp.669-694. 
Madalina, N. 2008. On knowledge process outsourcing. Economics, Management, and Financial 
Markets, 3(1), pp.694-717. 
Maitlis, S. 2005. The Social Processes of Organizational Sensemaking. The Academy of Management 
Journal, 48(1), pp.21-49. 
Makadok, R. 2001. Toward a synthesis of the resource‐based and dynamic‐capability views of 
rent creation. Strategic Management Journal, 22(5), pp.387-401. 
Manning, S. 2008. Customizing Clusters: On the Role of Western Multinational Corporations in 
the Formation of Science and Engineering Clusters in Emerging Economies. Economic Development 
Quarterly, 22(4), pp.316-323. 
Mansingh, G., Osei-Bryson, K.-M. & Reichgelt, H. 2009. Building ontology-based knowledge 
maps to assist knowledge process outsourcing decisions. Knowledge Management Research & Practice, 
7(1), pp.37-51. 
Marshall, M. 1996. The key informant technique. Family Practice, 13(1), pp.92-97. 
Matiaske, W. & Mellewigt, T. 2002. Motive, Erfolge und Risiken des Outsourcings : Befunde und 
Defizite der empirischen Outsourcing-Forschung. Zeitschrift für Betriebswirtschaft), pp.641-659. 
McCarthy, E. J. & Brogowicz, A. A. 1981. Basic marketing : a managerial approach, Homewood, Ill., 
R.D. Irwin. 
McWilliams, B. S. 1996. Have You Considered Insourcing?: Look, up in the corporate sky: Is it 
outsourcing. Across the board., 33(10), pp.31-35. 
REFERENCES  198 
Mellewigt, T. 2003. Management von strategischen Kooperationen : eine ressourcenorientierte Untersuchung in 
der Telekommunikationsbranche. Deutscher Univ.-Verl. 
Michael, S. 2010. Does Outsourcing Result in the Outsourcing of Technological Competencies? 
An Empirical Analysis of the Effect of Vertical Specialization on the Technological Competence 
Base of Firms. Management Revue, 21(3), pp.308-331. 
Morgan, D. L. 2007. Paradigms Lost and Pragmatism Regained: Methodological Implications of 
Combining Qualitative and Quantitative Methods. Journal of Mixed Methods Research, 1(1), pp.48-
76. 
Morschett, D., Swoboda, B. & Zentes, J. 2003. Kooperationen, Allianzen und Netzwerke : Grundlagen, 
Ansätze, Perspektiven, Wiesbaden, Gabler. 
Morse, J. M. 1991. Approaches to Qualitative-Quantitative Methodological Triangulation. Nursing 
Research Nursing Research, 40(2), pp.120-123. 
Mudambi, R. & Venzin, M. 2010. The Strategic Nexus of Offshoring and Outsourcing Decisions. 
Journal of Management Studies, 47(8), pp.1510-1533. 
Mudambi, S. M. & Tallman, S. 2010. Make, Buy or Ally? Theoretical Perspectives on Knowledge 
Process Outsourcing through Alliances. Journal of Management Studies, 47(8), pp.1434-1456. 
Murray, J. Y., Kotabe, M. & Westjohn, S. A. 2009. Global Sourcing Strategy and Performance of 
Knowledge-Intensive Business Services: A Two-Stage Strategic Fit Model. Journal of International 
Marketing, 17(4), pp.90-105. 
Nagengast, J. 1997. Outsourcing von Dienstleistungen industrieller Unternehmen : eine theoretische und 
empirische Analyse. 
Nemati, H. R., Steiger, D. M., Iyer, L. S. & Herschel, R. T. 2002. Knowledge warehouse: an 
architectural integration of knowledge management, decision support, artificial intelligence and 
data warehousing. Decision Support Systems, 33(2), pp.143-161. 
Network, B. B. P. 2005. Shared Services in the Public Sector: A Compendium of Best Practices. 
Nonaka, I. 1994. A Dynamic Theory of Organizational Knowledge Creation. Organization Science, 
5(1), pp.14-37. 
Nordsieck, F. 1972. Betriebsorganisation : Betriebsaufbau und Betriebsablauf, Stuttgart, C.E. Poeschel. 
Nystrom, P. C. & Starbuck, W. H. 1981. Handbook of organizational design Vol. 2, Remodeling 
organizations and their environments, Oxford [etc.], Oxford University Press. 
Organisation, W. T. 2014. Trade liberalisation statistics. Geneva: World Trade Organization. 
REFERENCES  199 
Available at: http://www.gatt.org/trastat_e.html (Accessed: 18/04/14). 
Osterhammel, J. & Petersson, N. P. 2006. Geschichte der Globalisierung : Dimensionen, Prozesse, 
Epochen, München, Beck. 
Osterloh, M. & Frost, J. 1996. Prozeßmanagement als Kernkompetenz : wie Sie Business Reengineering 
strategisch nutzen können, Wiesbaden, Gabler. 
Ostroff, F. 1999. The horizontal organization : what the organization of the future looks like and how it 
delivers value to customers, New York, Oxford University Press. 
Pallant, J. 2010. SPSS survival manual a step by step guide to data analysis using SPSS, Maidenhead, 
Open University Press/McGraw-Hill. 
Park, J. E. 2004. The impact of marketing outsourcing on the market-based organizational learning process. 
Ph.D., University of Alabama  
Park, J. E., Lee, S. & Morgan, R. M. 2011. A negative side of outsourcing marketing functions 
and market-based learning process. Journal of Strategic Marketing, 19(5), pp.471-486. 
Park, J. Y., Im, K. S. & Kim, J. S. 2011. The role of IT human capability in the knowledge 
transfer process in IT outsourcing context. 48. Available: 
http://surrey.summon.serialssolutions.com/link/0/eLvHCXMwY2BQMEg1S0sxTQU2XEH7I
o2NzVMtUpIszC1MUpKMEw1NQZuEXXyNwsJN_MKNwpFKczdRhlA31xBnD13oPQC6y
Ybmxma6ZiaJiSmmJimpKcDEaZ5iYJhqbpyYamZunJpiZgAsOBKBlY6xQRow8RkbJIHOC042
MExLMQafjWWSaJZsKMbAAuxLp_I9eJQ25fhJ3wNLrScs2d4gpAQAvs8uaQ. 
Parsons, T. & Smelser, N. J. 1956. Economy and society : a study in the integration of economic and social 
theory, Glencoe, Ill., Free Press. 
Pasmore, W. A. 1994. Creating strategic change : designing the flexible, high-performing organization, New 
York, Wiley. 
Patton, M. Q. 1990. Qualitative evaluation and research methods, Newbury Park, Calif, Sage. 
Patton, M. Q. 2002. Qualitative research & evaluation methods, Thousand Oaks, Calif, Sage. 
Penrose, E. T. 1959. The theory of the growth of the firm, New York, Wiley. 
Perrow, C. 1986. Economic theories of organization. Theor Soc Theory and Society, 15(1-2), pp.11-
45. 
Peter, J. P. 1979. Reliability: A Review of Psychometric Basics and Recent Marketing Practices. 
jmarkrese Journal of Marketing Research, 16(1), pp.6-17. 
Peteraf, M. A. 1993. The Cornerstones of Competitive Advantage: A Resource-Based View. 
REFERENCES  200 
Strategic Management Journal, 14(3), pp.179-191. 
Peterson, R. A. 1994. A Meta-Analysis of Cronbach's Coefficient Alpha. Journal of Consumer 
Research, 21(2), pp.381-391. 
Pettigrew, A. M. 1987. The Management of strategic change, Oxford, Basil Blackwell. 
Pfeffer, J. 1992. Managing with power : politics and influence in organizations, Boston, Mass., Harvard 
Business School Press. 
Pfeffer, J. & Salancik, G. R. 1978. The external control of organizations : a resource dependence perspective, 
New York, Harper & Row. 
Pfitzmayer, K.-H. 2005. Prozessoptimierung im Rechnungswesen : mit Re-Engineering Transaktions- und 
Abschlussprozesse optimieren, Wiesbaden, Gabler. 
Phillips, L. W. 1981. Assessing Measurement Error in Key Informant Reports: A Methodological 
Note on Organizational Analysis in Marketing. Journal of Marketing Research, 18(4), pp.395-415. 
Picot, A. 1991. Ein neuer Ansatz zur Gestaltung der Leistungstiefe. ZFBF, 1(12), pp.336-357. 
Picot, A. 1993. Analyse- und Gestaltungskonzepte für das Outsourcing der betrieblichen 
Informationsverarbeitung, München, Ludwig-Maximilians-Universität München. 
Picot, A., Reichwald, R. & Wigand, R. T. 1998. Die grenzenlose Unternehmung : Information, 
Organisation und Management ; Lehrbuch zur Unternehmensführung im Informationszeitalter, Wiesbaden, 
Gabler. 
Pine, P. 1971. Shared services and cooperatives; schools combine resources to improve education, Washington, 
National School Public Relations Association. 
Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y. & Podsakoff, N. P. 2003. Common method biases 
in behavioral research: a critical review of the literature and recommended remedies. The Journal of 
applied psychology, 88(5), pp.879-903. 
Polanyi, M. 1966. The tacit dimension, Garden City, N.Y., Doubleday. 
Poppo, L. & Zenger, T. 2002. Do formal contracts and relational governance function as 
substitutes or complements? Strategic Management Journal, 23(8), pp.707-725. 
Porter, M. E. 1980. Industry Structure and Competitive Strategy: Keys to Profitability. Financial 
Analysts Journal, 36(4), pp.30-41. 
Porter, M. E. 1998. Competitive advantage : creating and sustaining superior performance : with a new 
introduction, New York, Free Press. 
REFERENCES  201 
Prahalad, C. K. & Bettis, R. A. 2000. The Dominant Logic: A New Linkage between Diversity and 
Performance. 
Prahalad, C. K. & Hamel, G. 1990. The core competence of corporation, Canada, Harvard Business 
School Reprint. 
Quinn, J. B. 1999. Corporate Strategy - Strategic Outsourcing: Leveraging Knowledge 
Capabilities - Strategically managing knowledge, innovation, and outsourcing combine to create a 
company's greatest future challenge. Sloan management review., 40(4. 
Quinn, J. B. & Hilmer, F. G. 1994. Strategic Outsourcing. Sloan management review, 35(4), pp.43. 
Ram, H. & Moti, Z. 2011. Brand management perspectives in the twenty-first century. Qualitative 
Market Research: An International Journal, 14(2), pp.188-206. 
Rapp, A. 2009. Outsourcing the sales process: Hiring a mercenary sales force. Industrial Marketing 
Management, 38(4), pp.411-418. 
Rasche, C. & Wolfrum, B. 1993. Ressourcenorientierung im strategischen Management - ein 
Paradigmenwechsel?, Bayreuth, Lehrstuhl für Betriebliche Absatzwirtschaft und 
Handelsbetriebslehre, Univ. 
Remenyi, D. 1998. Doing research in business and management: an introduction to process and method, 
London, SAGE. 
Richardson, G. B. 2004. The Organisation of Industry. 
Richardson, R. & Marshall, J. N. 1999. Teleservices, Call Centres and Urban and Regional 
Development. The Service Industries Journal The Service Industries Journal, 19(1), pp.96-116. 
Riedl, R. 2003. Begriffliche Grundlagen des Business Process Outsourcing. IM -MUNCHEN-, 
18), pp.6-11. 
Ritchie, J. 2010. Qualitative research practice : a guide for social science students and researchers, London 
[u.a.], Sage. 
Rockert, J. F., Short, J. E. & Sloan School of, M. 1988. Information technology and the new organization: 
towards more effective management of interdependence. 
Ross, S. A. 1973. The Economic Theory of Agency: The Principal's Problem. The American 
Economic Review, 63(2), pp.134-139. 
Rothaermel, F. T. 2001. Incumbent's advantage through exploiting complementary assets via 
interfirm cooperation. Strategic Management Journal, 22(6-7), pp.687-699. 
Rozin, R. S. & Magnusson, L. 2003. Processes and methodologies for creating a global business-
REFERENCES  202 
to-business brand. Journal of Brand Management, 10(3), pp.185-207. 
Rühli, E. 1995. Ressourcenmanagement: Strategischer Erfolg dank Kernkompetenzen. Die 
Unternehmung, 49(2), pp.91-105. 
Rummler, G. A. & Brache, A. P. 1995. Improving performance : how to manage the white space on the 
organization chart, San Francisco, CA, Jossey-Bass. 
Saatkamp, J. 2002. Business process reengineering von Marketingprozessen : theoretischer Bezugsrahmen und 
explorative, empirische Untersuchung, Nürnberg, GIM, Ges. für Innovatives Marketing. 
Sako, M. 2006. Outsourcing and Offshoring: Implications for Productivity of Business Services. 
Oxford Review of Economic Policy, 22(4), pp.499-512. 
Saunders, M., Lewis, P. & Thornhill, A. 2009. Research methods for business students, Harlow, Pearson. 
Schläfli, J. 2003. Erfolgsfaktoren des Outsourcing Praxisbeispiele aus dem Telekommunikationsbereich, 
Fribourg/Suisse, iimt-Univ.-Press. 
Schmitt, A. 1951. Vergleich von Selbstherstellung und Fremdbezug. Betriebswirtschaftliche Forschung 
und Praxis, 3), pp.550-557. 
Schögel, M. & Weinhold-Stünzi, H. 2002. Roadmp to E-business : wie Unternehmen das Internet 
erfolgreich nutzen; Festschrift zum 75. Geburtstag von Prof. Dr. Heinz Weinhold-Stünzi, St. Gallen, Thexis. 
Schreyögg, G. 1998. Organisation : Grundlagen moderner Organisationsgestaltung ; mit Fallstudien, 
Wiesbaden, Gabler. 
Schulte, C. 1992. Holding-Strategien : Erfolgspotentiale realisieren durch Beherrschung von Grösse und 
Komplexität, Wiesbaden, Gabler. 
Sekaran, U. B. R. 2013. Research methods for business : a skill-building approach ; includes interactive e-book, 
New York, Wiley. 
Selznick, P. 1957. Leadership in administration; a sociological interpretation, Evanston, Ill., Row, 
Peterson. 
Shamir, B. & Kark, R. 2004. A single-item graphic scale for the measurement of organizational 
identification. Journal of Occupational and Organizational Psychology, 77(1), pp.115-123. 
Sharma, A., Iyer, G. R. & Raajpoot, N. A. 2009. A framework for offshoring marketing processes 
in business-to-business marketing relationships. Industrial Marketing Management, 38(4), pp.419-
425. 
Shim, J. K. & Siegel, J. G. 2000. Modern cost management & analysis, Hauppauge, N.Y., Barron's 
Educational Series. 
REFERENCES  203 
Simon, D. 2004. The contracting organization a strategic guide to outsourcing. Oxford [England]; New 
York: Oxford University Press. Available at: 
http://www.oxfordscholarship.com/oso/public/content/economicsfinance/0198774575/toc.ht
ml (Accessed: 10/01/12). 
Simon, H. A. 1957. Models of man: social and rational; mathematical essays on rational human behavior in 
society setting, New York, Wiley. 
Sjurts, I. 2000. Kollektive Unternehmensstrategie : Grundfragen einer Theorie kollektiven strategischen 
Handelns. Dt. Univ.-Verl. [u.a.]. 
Sollbach, W. & Thome, G. 2008. Information Lifecycle Management Prozessimplementierung, Berlin, 
Heidelberg, Springer-Verlag Berlin Heidelberg. 
Sommerville, I. 2001. Software engineering, Harlow, England; New York, Addison-Wesley. 
Spraggon, M. & Bodolica, V. 2012. A multidimensional taxonomy of intra-firm knowledge 
transfer processes. Journal of Business Research, 65(9), pp.1273-1282. 
Stasser, G., Stewart, D. D. & Wittenbaum, G. M. 1995. Expert Roles and Information Exchange 
during Discussion: The Importance of Knowing Who Knows What. Journal of Experimental Social 
Psychology, 31(3), pp.244-265. 
Staud, J. L. 2001. Geschäftsprozessanalyse : ereignisgesteuerte Prozessketten und objektorientierte 
Geschäftsprozessmodellierung für betriebswirtschaftliche Standardsoftware, Berlin ;Heidelberg ;New York 
;Barcelona ;Hongkong ;London ;Mailand ;Paris ;Tokio, Springer. 
Steinmann, H., Böhm, H. & Schreyögg, G. 1978. Grundlagen der betriebswirtschaftlichen Führungslehre. 
2. 1978, Nürnberg, Korn. 
Steinmann, H. & Schreyögg, G. 2000. Management : Grundlagen der Unternehmensführung ; Konzepte, 
Funktionen, Fallstudien, Wiesbaden, Gabler. 
Sternberg, N. & Heil, S. 2000. Organization charts : structures of 230 businesses, government agencies, and 
non-profit organizations, Detroit, Gale Research. 
Sydow, J. 1992. Strategische Netzwerke : Evolution und Organisation, Wiesbaden, Gabler. 
Sydow, J. 2003. Management von Netzwerkorganisationen : Beiträge aus der "Managementforschung", 
Wiesbaden; [Opladen], Gabler ; Westdt. Verl. 
Sydow, J. & Windeler, A. Steuerung von Netzwerken : Konzepte und Praktiken. 2000 2000 
Opladen [u.a.]. Westdt. Verl. 
Tabachnick, B. G. & Fidell, L. S. 2014. Using multivariate statistics, Harlow, Pearson Education. 
REFERENCES  204 
Tashakkori, A., Teddlie, C. & Kervin, J. 2000. Mixed methodology: combining qualitative & quantitative 
approaches, Quebec, Universite Laval - Departement des Relations Industrielles. 
Tate, W. L., Ellram, L. M., Bals, L. & Hartmann, E. 2009. Offshore outsourcing of services: An 
evolutionary perspective. 120. 
Tate, W. L., Ellram, L. M. & Brown, S. W. 2009. Offshore Outsourcing of Services: A 
Stakeholder Perspective. Journal of Service Research Journal of Service Research, 12(1), pp.56-72. 
Tavakol, M. & Dennick, R. 2011. Making sense of Cronbach's alpha. International Journal of Medical 
Education, 2), pp.53-55. 
Teece, D. J. 2006. Reflections on “Profiting from Innovation”. Research Policy, 35(8), pp.1131-
1146. 
Teece, D. J., Pisano, G. & Shuen, A. 2011. Dynamic Capabilities and Strategic Management. 
Teichmann, S. 1995. Logistiktiefe als strategisches Entscheidungsproblem, Berlin, Duncker und Humblot. 
The Economist Intelligence Unit (EIU); written in cooperation with Baker & McKinzie, T. C. M. 
B., KPMG, PeopleSoft 1998. Shared Services: A New Business Architecture for Europe. 
Theisen, M. R. 1986. Konzernorganisation. Die Betriebswirtschaft, 46), pp.746-770. 
Theisen, M. R. 1991. Der Konzern : betriebswirtschaftliche und rechtliche Grundlagen der 
Konzernunternehmung, Stuttgart, Poeschel. 
Theisen, M. R. 1995. Die Finanzwirtschaft der Holding, von Lutter. 
Theopold, K. 1993. Strategische Führung in der operativen Holding : eine empirische Analyse bei deutschen 
Stammhauskonzernen, Aachen, Shaker. 
Theurl, T. 2003. Outsourcing und Finanzverbund, Aachen, Shaker Verl. 
Thiétart, R. A. 1999. Doing management research : a comprehensive guide, London [etc.], Sage 
Publications. 
Thommen, J.-P. 2004. Allgemeine Betriebswirtschaftslehre [Hauptbd.], Wiesbaden, Gabler. 
Thommen, J.-P. & Achleitner, A.-K. 2003. Allgemeine Betriebswirtschaftslehre : umfassende Einführung 
aus managementorientierter Sicht, Wiesbaden, Gabler. 
Tietzel, M. 1981. Die Ökonomik des Property Rights: Ein Überblick. Zeitschrift für Wirtschaftpolitik, 
30), pp.207-242. 
Tiwana, A. & Keil, M. 2007. Does Peripheral Knowledge Complement Control? An Empirical 
Test in Technology Outsourcing Alliances. Strategic Management Journal, 28(6), pp.623-634. 
REFERENCES  205 
Tomiura, E., Ito, B. & Wakasugi, R. 2011. Offshore outsourcing decision and capital intensity: 
Firm-level relationships. Economic Inquiry, 49(2), pp.364-378. 
Tsai, W. 2000. Social Capital, Strategic Relatedness and the Formation of Intraorganizational 
Linkages. Strategic Management Journal, 21(9), pp.925-939. 
Uebel, M. F. 2004. Praxis des Customer-relationship-Management : Branchenlösungen und Erfahrungsberichte, 
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APPENDIX 
A. Overview of similar and other (internal/external) sourcing concepts 
Structure Characteristics Benefits Risks 
Stand Alone 
(captive) 
A single 
organization 
consolidating and 
centralizing one or 
more business 
services 
 clear Governance 
 Easy and potentially fast 
decision making process 
 Internal staff transfer 
 Mandate for convergence 
within the scope of 
control of the 
organization 
 No external influence on 
processes and hence risk of 
divergence from standards 
 As organization remain “as-is” 
danger of no Business 
Transformation being 
achieved 
Lead 
Department 
(centralization) 
An organization 
consolidating and 
centralizing a 
business service 
that will be shared 
by other 
organizations 
 Resources can be 
leveraged hence benefits 
can start to be realized 
early 
 Structure begins to force 
real business 
transformation 
 Staff transfer, but internal 
 Clear definition of roles 
and responsibilities  
 Lead department not 
following best practice will 
adversely affect all 
departments 
 Mandate for convergence is a 
shared accountability 
participating organization 
 Governance issues over 
convergence of business 
 Unclear accountability 
Joint Initiatives 
(internal) 
Agreement 
between two or 
more departments 
to set up and 
operate Shared 
Services 
 Resources can be 
leveraged hence benefits 
can start to be realized 
early 
 Structure will force 
convergence of Business 
Processes and hence 
Business Transformation 
  No staff transfer as staff 
can remain in “own” 
departments 
 Requires consensus which is 
not always conducive to 
making decisions 
 Mandate for convergence is 
shared between participating 
organizations 
 Governance issues over 
convergence of business 
 Buy-in from multiple 
departments prolongs 
implementation 
 unclear accountability 
Strategic 
Partnership 
Contractual 
arrangement with 
3rd party provider 
for range of 
services which 
may include 
Shared Services 
 No requirement for 
prolonged procurement 
as covered under initial 
procurement 
 Clear definition of roles 
and responsibilities 
 Partner chosen for 
specific need and purpose 
 3rd party may not have 
necessary Business 
Transformation skills 
 Accountability may not be 
clearly defined 
 Potential staff unrest 
 May not meet longer term 
needs (lack of flexibility) 
Joint Venture 
(JV) 
Joint Venture legal 
entity between 
Captive and 3rd 
party provider 
 Creates real partnership 
by shared ownership and 
legally binding 
commercial and 
governance arrangements 
 Staff moved to JV not to 
3rd party provider 
 Leadership and interest 
maintained by both 
parties over the long term 
 Greater level of sharing 
of future plans and 
creation of joint 
understanding between 
parties  
 Unclear ownership and 
accountability 
 Difficult to  implement 
transformation with shared 
ownership without clear 
governance in place 
 need for procurement process 
 Potential staff unrest at being 
moved to JV, cultural clashes 
 Potential lock-in to JV and 
services 
 “Best endeavours” clause in 
contract 
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 Need clear termination 
process for non-performance 
including exit strategy 
Business 
Process 
Outsourcing 
3rd party provider 
takes full 
responsibility for 
managing and 
operating service. 
 Best practice processes 
can be implemented 
 -Experienced advisors/ 
implementers 
 To work well needs  
clearly defined contract 
management, relationship 
management 
 Abdication of responsibility 
 Staff unrest due to transfer out 
 -cost creep 
 Potential lock-in to solution, 
Loss of “owned” skills and 
experience 
 Need clear termination 
process 
 Loss of intellectual property 
Source: BUYIT Best Practice Network, (2005:2-3) 
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B. Matrix of marketing sourcing literature 
Author Theoretical 
foundations 
Research Model and Methodology Results, Findings and Arguments Critics Core Citations 
AHEARNE, M. & 
KOTHANDARAMAN, P. 2009. 
Impact of outsourcing on 
business-to-business 
marketing: An agenda for 
inquiry. Industrial Marketing 
Management, 38, 376-378. 
Network Theory 
Transaction Cost 
Theory 
Deducted outsourcing model that 
consists of three dimensions: Scope 
of outsourcing, impact of 
outsourcing, act of outsourcing. 
Model not tested. 
 
Used Methodology not mentioned 
explicitly  
Argues that increasing globalization has made 
companies focusing more in outsourcing. 
Outsourcing has moved beyond the traditional 
make-or-buy decision and shifts from 
adversarial arm’s length relationships to 
cooperative relationships. The buyer 
perspective shifts turns into an investment 
perspective that scopes on long-term buyer-
seller relationships. 
 
Authors claim for three main future research 
demands: Boundaries of the firm, efficiency 
driven vs. performance driven, technology 
enabling parameter  Boundary/Governance 
Perspective: Impact of human assets with 
oscillating organizational identity (in loosely 
defined boundaries with e.g. dualistic 
governance choices like body-leasing  Key 
Term: cross identification), development of a 
contingency framework in order to determine 
the optimal level of identification with the 
buyer and vendor staff involved in the 
outsourcing relationship. 
 
Performance: Research needs to understand 
how companies make strategic choices while 
It is not clear how this article contribute to 
the body of marketing outsourcing. Only in 
the introduction marketing outsourcing in 
product development and sales/marketing 
function is highlighted in literature  
 
Outsourcing on business marketing is 
presented as an important trend which is 
not deducted from sources 
 
The main critic is the circumstance that the 
article deals with marketing in a very general 
manner. Many claims (cost driven approach, 
outsourcing impact) are presented with little 
reference. Even though they may be true, it 
would be easier to get some more references 
in order to understand how the 
phenomenon of outsourcing interacts with 
marketing. 
 
The proposed future research demand on 
the firms boundary sounds reasonable but 
in terms of performance a consideration of 
Dunning (2000) may had helped to 
understand that many of these aspects are 
Carson, 2007 
McGovern and 
Quelch, 2005 
APPENDIX  210 
allocating resources to develop competencies 
in order to prepare themselves for outsourcing 
opportunities; specifically, what are the 
dimensions of market attractiveness when it 
comes to global outsourcing 
 
Technology: Impact of technology on asset 
specificity. Will emphasis on asset specificity 
shift from technology-based to transactional-
security based? How is security costs 
embedded into this discussion? 
already widely described and also applied in 
practice. Maybe the author meant all this in 
accordance to marketing specifically but did 
not say so. 
 
The claim, that WEB 2.0 revolutionizes 
outsourcing relationships is ambiguous. The 
authors probably want to investigate the 
impact of new collaborative tools on 
outsourcing partnership and its interaction 
during operations. This is a new trend 
indeed, the impact of social media to 
whatsoever. The question if the emphasis 
on asset specificity shift from technology-
based to transactional-security based and 
what role will the security costs play in this 
terms may be answered through transaction 
cost theory which already demonstrate that 
an increase in environmental uncertainty 
increases the likelihood of hierarchical 
governance over market governance. 
DEBORAH, L. V. 2004. 
Outsourcing marketing 
services. Marketing News, 38, 
35. 
Not available No Model, the article appears as 
magazine news. Interviews and 
citations from outsource decision 
makers demonstrate what they 
outsourced and why 
Article focuses on marketing services in terms 
of agency-related tasks like creative art work, 
packaging design or brand management. 
Outsourcing mainly performed because of 
lacking capacities or time to market 
Theoretical underpinnings are missing, 
classification of the samples not done. The 
interviewees are from small enterprises 
which seek for outsourcing because of 
capacity reason. So the unit of analysis 
should have been shown.  
Only interviews 
GRAHAM, J. 1993. 
Marketing-Outsourcing: 
Schlankheitskur mit Risiko. 
ABSATZWIRTSCHAFT, 36, 
Lean Management Interview among marketing officers 
of SME’s, no model 
Main consent of the interview is that 
marketing outsourcing from a lean 
management perspective in SME’s is not 
exclusively driven through cost-cutting. The 
The interesting aspect of this rather non-
academic article is the fact that outsourcing 
from a lean management perspective was 
already in 1993 very present. Even though 
Only interviews 
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34. main reasons for SME’s is to flatten vertical 
integration and therefore process optimization 
and concentration on core competencies 
the experiences of the interviewees are not 
empirical supported they represent the up to 
date picture. Beside one has to take into 
account that the marketing officers are from 
high innovative companies all located in the 
Swabian region of Esslingen and the so so-
called Neckertal. This region may stand for 
the silicon valley of manufacturing of 
Germany. Further the fact, that SME’s are 
from a functional perspective totally 
different designed than multinational 
enterprises the topic lean management and 
outsourcing can be prototyped and tested 
easier that in the industrial context  
HARMANCIOGLU, N. 2009. 
Portfolio of controls in 
outsourcing relationships for 
global new product 
development. Industrial 
Marketing Management, 38, 
394-403. 
Transaction Cost 
Theory 
Resource Dependency 
Agency Theory 
 
 
P10. As the degree of modularity 
increases, the strength of the 
relationships between the 
antecedents (i.e., task characteristics, 
environmental uncertainty and 
switching costs), and (a) the use of 
behavior control should be 
Examines the antecedents of control 
mechanisms through which firms manage the 
risks and costs associated with outsourcing 
relationships in global technology-intensive 
markets. Modularity in design is hypothesized 
as a moderator of model relationship because 
it can serve as a substitute for formal and 
informal controls in a controls portfolio. The 
result is a conceptual framework with 10 
propositions.  
 
 
The strength of this article is definitely the 
integration of all three main theories that are 
mainly concerned with make-or-buy. 
Further the conceptual framework focuses 
systematically on control mechanisms in 
market hierarchies. Control mechanisms are 
clearly deducted from the principal-agency 
theory and are operationalized as formal and 
informal controls which are depending on 9 
propositions that are pronounced in 
accordance to TCE/Agency theory (task 
characteristics [here represents asset 
specificity] and environmental uncertainty) 
and resource dependency (in this case 
switching case as the most important aspect 
for the buyer [here the principal]). The 
author argues that “degree of modularity” 
moderates P1-P9. This is maybe the only 
weakness of the model. Company size and 
Dutta and Weiss 
(1997,1999) 
Kotabe and 
Murray (2004) 
Eisenhardt 
(1985) 
Williamson 
(1975, 1991) 
Schilling (2000) 
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significantly weaker, (b) the use of 
output control should be significantly 
stronger, (c) the use of clan control 
should be significantly stronger, and 
(d) the use of self control should be 
significantly stronger. 
organizational structure is avoided through 
the definition of the unit of analyses 
“enterprises in global technology-intensive 
markets”. A small, but very highly 
innovative bio-tec company may approach 
to control mechanisms differently than a 
multinational large scale enterprise. So 
company size or organizational structure 
may be worth to consider as moderator as 
well. 
KANTSPERGER, R. 2007. 
Outsourcing von Marketing-
Dienstleistungen — 
Theoretische Sondierungen 
und empirische Befunde 
Neoclassical 
Approaches, 
Transaction Cost 
Theory, Resource-
Based View 
Principal-Agent 
Problem 
15 Interviews (Semi-Structured) 
among marketing officers and 2 
interviewees from marketing service 
suppliers 
Increasing process thinking in general business 
management, the explicit roots of outsourcing 
in the process-oriented organization theory 
and at the same time increasing the process 
orientation in marketing form the basis for a 
consideration of Marketing Outsourcing 
 
Process separation may be done in accordance 
to Meyer (2002) who recommends four main 
process steps: sales preparation, sales 
establishment of trade deals, sales close, and 
sales realization. These four categories need to 
be further detailed in accordance to the 
established marketing-mix approach + 
Costumer Management/Service and direct 
marketing 
 
A generic process view is not possible and 
needs to build always company/industry-
specific 
Interesting aspect in terms of internal and 
external directed marketing services 
(internal = product strategy, price strategy, 
brand strategy and external = Customer 
Consultancy, etc.) 
 
The research approach is very clear 
deducted but unfortunately is neither the 
sampling nor the unit of analysis very clear. 
A broader basis (e.g. 150-200 interviews) 
may be more appropriate to set the result 
valid.  
 
 
Diller (2002), 
Saatkamp (2002) 
Picot (1991) 
Nagenkast 
(1997) 
Williamson 
(1975) 
Hermes und 
Schwarz (2005) 
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+ 
A process thinking in marketing is hardly to be 
non-existent; the traditional marketing mix 
thinking  is the most common approach, 
outsourcing decisions are practically not 
performed on the basis of theoretical models, 
the transaction cost approach is not known, at 
least indirectly, a resource-based approach is 
applied 
 
The current state in marketing outsourcing is 
subdivided into three categories: Marketing 
core tasks and competencies like product and 
program management, marketing 
management, price policy are rarely 
outsourced. Pricing , industrial and packaging 
design is often realized with external  
providers but the decisions are taken internal 
(mostly because of non-disclosure reasons; 
mainly outsourced marketing activities like 
data collection and data analysis in market 
research, traditional advertisement, supply 
chain fulfillment, and distribution; ambivalent 
and undetermined marketing services like 
corporate design, public relations or online 
communication, direct marketing, customer 
relationship management (mailings, call-center 
and after sales, loyalist management. 
 
The higher the discrepancy between company-
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specific marketing knowhow and the market 
demands, the higher to possibility that the 
company choses market hierarchy to fulfill the 
service/process 
KHAN, S. & SCHRODER, B. 
2009. Use of rules in decision-
making in government 
outsourcing. Industrial 
Marketing Management, 38, 
379-386. 
Principal-Agent 
Problem, Transaction 
Cost Theory 
Conceptual model in accordance to 
the buying center concept. 43 
respondents from executing agencies 
(24), donor agencies (10), supplying 
organizations (9). Data collection 
instrument: five-seven-point 
semantic differential scaled items in 
the questionnaire, analysis of written 
documents: government orders and 
manuals, executing agencies’ own 
directives or manuals, donor agency 
manuals or procurement guidelines, 
procurement guidelines from 
professional organizations 
This paper particularly focuses on the subset 
of organizational buying behavior literature 
that deals with (a) decision making — use of 
rules, formal, informal etc., (b) government 
outsourcing, and (c) outsourcing in a not-
forprofit- context. The paper investigates the 
nature of use of formal and informal rules in 
the decision making process of Government 
entities in awarding outsourcing contracts. 
Within the broad context of Government 
outsourcing, the particular aspect that is 
addressed is procurement against foreign aid 
funded projects. 
 
The article argues that unwritten rules are 
essential for the outsourcing process even 
though written rules (guideline, etc) are in 
place since these written rules are not 
sufficient enough in order to provide enough 
details. Nevertheless are written rules the 
guiding one in order to comply during the 
process. The authors argue therefore that 
policy maker shall consider the following 
when performing the tender/outsourcing 
process: 
 
i. Design outsourcing guidelines with more 
Clear unit of analysis and sampling. 
Unfortunately it is not considering the 
corruption aspect that may be plays a 
hidden role in Bangladesh. The Limitations 
are reasonably and comprehensive. The 
authors see the weaknesses of their study. 
Kardasis and 
Loucooulos 
(2005) 
Greenstein 
(1993) 
Jackman (2004) 
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room for customization for specific categories 
Executing Agencies. 
ii. Design periodic assessment procedures to 
identify any pattern of delays and 
administrative measures to deal with such 
delays. 
iii. Design the measures to accommodate 
UGRs rather than 
identifying as deviation from rules. 
LACEY, K. & BLUMBERG, D. 
2005. Marketing Methods — 
Improving business 
performance with outsourcing. 
Journal of Medical Marketing, 
5, 15-18. 
Non Business deciders; N=418. 
Questionnaire with 6 questions 
according to the expectations to the 
outsource initiative; 13 further 
importance factors in terms of 
selection criteria of outsource 
partner. No further information on 
sampling and methodology. This 
paper is clearly driven from a 
consultancy approach 
Reasons for outsourcing: improved 
profitability ( 67%), Speed to market (46%), 
improved management focus (35%); market 
share (35%), increased revenue (27%), 
increased customer loyalty (19%) 
 
Importance factors in choosing an 
outsourcing provider: provider 
expertise/capability (88%), ability to earn trust 
(82%), flexibility /81%), reputation (74%), low 
cost/price (71%), industry knowledge (68%), 
culture fit (62%), creativity (53%), outsourcing 
team members (53%), prior relationship 
(45%), provider’s global reach (45%), 
knowledge of company and key execs (40%), 
offshore capabilities (32%) 
Interesting snapshot but little to non-
academic foundation. Is not clear why only 
performance related “reason-questions” 
were asked. The result therefore is biased 
and implies that only economic reasons are 
the driver for outsourcing. Soft factors are 
ignored. 
 
The selection criteria are not in accordance 
to Dunning even though this model is also 
accepted in the consultancy world 
non 
LAPLACA, P. J. 2009. The 
impact of outsourcing on B2B 
marketing. Industrial 
Marketing Management, 38, 
373-375. 
Introduction to the fourth issue 2009 of the industrial marketing management journal. No insights. 
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LE BON, J. & HUGHES, D. E. 
2009. The dilemma of 
outsourced customer service 
and care: Research 
propositions from a 
transaction cost perspective. 
Industrial Marketing 
Management, 38, 404-410. 
Transaction Cost 
Theory 
Principal-Agent 
Problem 
Research Questions: 
1) Could backlashes associated with 
customer service outsourcing be 
predicted? 2) How can theory be 
useful in guiding and warning 
companies confronted with a 
decision of outsourcing customer 
service operations?  
the main objective of this research is to 
develop and justify a theoretical framework 
ultimately rooted in the TCA literature that 
leads to research propositions about customer 
service outsourcing decisions. 
 
Proposition 1. The smaller the number of 
customer service vendors capable of 
addressing a customer's customer service 
operations, the greater will be the backlashes 
due to a vendor's opportunistic behavior. 
 
Proposition 2. The greater the specific assets 
mastered by a vendor to manage a customer's 
customer service operation, the greater will be 
the backlashes due to a vendor's opportunistic 
behavior. 
 
Proposition 3. The lower the specific assets 
mastered by a vendor to manage a customer's 
customer service operation, the greater will be 
the backlashes due to the risks of outsourcing 
customer service and care. 
 
Proposition 4. The greater the uncertainty to 
enforce all the contract agreements 
dimensions, the greater will be the backlashes 
due to a vendor's opportunistic behavior. 
 
The strength of this paper is the clear focus 
on customer service outsourcing from a 
practical perspective and TCE as theoretical 
body for academically explanations and 
justifications. The authors present 
reasonable and critical limitations.  
 
As a consequence, a managerial 
contribution 
could be one of challenging the popular 
thinking that customer service outsourcing 
is acceptable because of being related to a 
noncore competency activity. Hence, the 
findings might enhance the potential impact 
that outsourcing can have on the firm's 
perceived core incompetence in the 
customers' eyes. A second limitation of the 
paper is that due to its conceptual nature, 
we do not speak directly to the 
operationalization of the proposed variables 
for this particular research. While 
measurement of most concepts with respect 
to the TCA framework would appear to be 
relatively straightforward, (e.g., see 
Rindfleisch & Heide, 1997), the capture of 
backlashes has yet to be proposed and 
validated. Further, it 
could be fruitful to investigate how 
differences in organizational identification 
and organizational commitment among 
employees and outsourcing contractors 
Williamson 
(1971, 1975, 
1985), Coase 
(1937) 
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Proposition 5. The greater the behavioral 
uncertainty related to performance 
measurements, the greater will be the 
backlashes due to the risks of outsourcing 
customer service and care. 
 
 If propositions 1 to 5 are confirmed, firms 
should be extremely cautious when 
outsourcing their customer service centers. 
 
Proposition 6. The greater the backlashes for a 
principal, the greater will be the risks of the 
negative impact of its outsourced customer 
service on his customer care competency. 
affect service delivery and costs in the 
context of our framework. 
 
Beside the mentioned research limitations, 
this paper calls for additional theoretical 
understanding of two interesting issues. The 
first issue deals with the contracts 
companies might want to develop with 
vendors beyond a definitive outsourcing 
one. That is to say, the customer 
outsourcing problem is in fact an 
application of a more fundamental 
theoretical framework of the nature of firms 
and their frontiers. When trying to provide 
an answer to why and how firms exist and 
develop their relationships with the market, 
Williamson (1971, 1979) aimed to define the 
more appropriate organizational 
governance, which might also be hybrid in 
nature. Thus, one might want to investigate 
the efficiencies of alternative outsourcing 
contracts that would not be limited to ones 
of separated legal entities between a firm 
and an independent subcontractor. For 
example, with respect to offshoring, several 
options are available beside the full 
outsourcing one, i.e. buy services from a 
local provider, enter into a joint venture, or 
set up a captive oversea center (Aron & 
Singh, 2005). In exploring such options, 
some risks and backlashes might be avoided 
or reduced as interdependencies are 
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maintained with the outsourced customer 
service entity. Additional research should 
address these issues of hybrid contractual 
atmospheres. 
LEE, S. & WALSH, P. 2011. 
SWOT and AHP hybrid model 
for sport marketing 
outsourcing using a case of 
intercollegiate sport. Sport 
Management Review. 
Neoclassical approach 
(SWOT and AHP) 
Case Study for sport management 
marketing outsourcing reps. Its 
decision making factors, the unit  of 
analysis is the University of Akron, 
Ohio. The author creates 4 expert 
panels from the athletic department, 
the survey has n=10 samples 
(represent the senior management of 
the athletic department 
AHP results revealed that decision makers 
consider strengths to be the most important 
consideration followed by opportunities, 
threats, and weaknesses. Under the strength 
category, financial return was rated as the 
most important factor, followed by focus on 
core business, cost management, and success 
of UA athletic programs. Under weaknesses, 
loss of institutional control was the highest 
rated factor followed by, limited opportunities 
for staff development, and lack of media 
coverage. In regard to the opportunities 
associated with outsourcing, growth of UA 
outweighed national trends. In threat category, 
the recession is the highest rated factor. The 
decrease in relationships with local businesses 
was the next highest factor with competition 
being noted as the least influential in the 
group. 
 
The rank shows that increase in financial 
return is the most important factor followed 
by growth of UA, focus on core business, cost 
management, recession, success of UA athletic 
program, loss of institutional control, decrease 
in relationship with local business, limited 
opportunities for staff development, 
competition, national trend, and lack of media 
Claims that most outsourcing in marketing 
is performed in terms of creative and sales 
driven tasks, Applying AHP is claimed as 
common in outsourcing, I cannot confirm 
that. Did not find references during my own 
literature review, anyway AHP provides a 
very comprehensive and effective tool to 
convert intangible factors into numerical 
values. 
 
The unit of analysis and the sample is very 
limited to the case university. In order to 
generate more reliable outcomes a multi 
case study may be a good way to compare 
results among different universities. 
Therefore the outcome may just reflect a 
snapshot of this specific university. It would 
be helpful to understand how the questions 
were developed and how the results can be 
interpreted. The findings are presented in 
very static way. An interpretation of the 
results section and some limitations at the 
end of the paper may help to classify the 
results. 
 
Further some relations to the basic theories 
like TCE and RBV may help to set the 
Burden (2002, 
2005) 
Saaty (1980, 
1982, 2998) 
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coverage. Increased in financial return is about 
2.2 times more important than growth of UA 
(0.292/ 0.131 = 2.2) and 2.4 times more 
important than focus on core business 
(0.292/0.120 = 2.4). 
 
 
results into relation to the theoretical 
foundation of make-or-buy and outsourcing 
LIN, Y., ZHOU, Y. & LI, J. 
Marketing outsourcing risk 
assessment in the real estate 
based on risk matrix model.  
Information Systems for Crisis 
Response and Management 
(ISCRAM), 2011 International 
Conference on, 25-27 Nov. 
2011 2011. 134-138. 
Life-Cycle Theory, 
voting theory 
Mixed method approach, the risk 
categories are based on risk 
classification schemes from the 
Gartner Group, risk  ranking is 
calculated with the Borda Value 
According to the Ballot theory, the smaller of 
the risk Borda sequence value is, the less risk 
important than which is. Risk of Borda 
sequence value equals zero means these are 
the most important risk. In this marketing 
outsource project, Brand reputation damaged 
risk, Moral risk and Capital chain fracture risk 
are the most important risk, secondary is the 
Contract risk and Hidden Cost. Because the 
limited resource of the enterprise, it should be 
targeted to strengthen the above key risk 
control 
Generally this research is concerned with 
marketing outsourcing in real estate 
industry. It argues that marketing 
outsourcing is at present the most popular 
method that many real estate apply in order 
to transfer market risk. This claim is not 
referenced but builds the core for 
justification this research. The advantages of 
real estate marketing outsourcing is 
deducted from article that are concerned 
with IT outsourcing and it is not explained 
how these findings are aligned with the RE 
industry. The life cycle model is actually a 
project phase diagram. In terms of life cycle, 
monitoring option and exits are missing. 
Therefore this model is not suitable for 
explaining life cycles of marketing 
outsourcing.  
 
The risk variables are deducted from a 
Gartner Group publication which is not 
referenced. Here it would be better to 
reference to Dunning (2000) since he 
proposes comprehensive and tested risk 
Zhu (2001) 
Martinson 
(2007) 
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categories in terms of sourcing.  
 
Further this research is not explaining which 
activities/process are in scope for 
outsourcing. Marketing is used as general 
term w/o detailed information. 
 
The risk factor may need to be referenced 
to core theories (e.g. asymmetric 
information -> TCE/PAP, etc.) In order to 
increase validity of this research further 
explanations and limitations are necessary in 
order to set the results into relation to the 
theoretical foundation of make-or-buy and 
outsourcing 
PARK, J. E., LEE, S. & 
MORGAN, R. M. 2011. A 
negative side of outsourcing 
marketing functions and 
market-based learning 
process. Journal of Strategic 
Marketing, 19, 471-486. 
OL (Organizational 
Learning),  
Quantitative Method, N=211 (online, 
email Survey); Measures: seven-point 
multi-item reflective scales 
questionnaire 
 
Based on a conceptual framework 
which describes learning outcomes 
through learning determinants and 
learning processes, the following 
hypothesis are presented: 
 
H1: The organization’s level of CRM 
outsourcing will be related negatively 
to the market-based learning process. 
Theoretical implications 
The results provided here support the notion 
that outsourcing level may influence learning 
process negatively and cause learning loss. 
However, there are some positive influences 
from outsourcing to learning process. For 
example, outsourcing benefits influence 
learning positively. Also, good relationship 
with CRM providers has a positive effect on 
the learning process. A second contribution of 
this study is to gain further understanding of 
the learning process and its outcomes for the 
company. 
 
The title of the article implies that marketing 
functions is the topic. Effectively it deals 
with CRM outsourcing. The authors argue 
that CRM is a new marketing strategy which 
includes new marketing processes. The need 
for research is deducted from a lack in 
research which examines the relationship 
between learning loss and outsourcing. 
Interestingly loss of intellectual capabilities 
is mentioned in Dunning (2000) what the 
authors did not consider. Further, 
approaching this topic from a risk 
management perspective may be also 
enhancing insight in accordance to decision 
making in make-or-buy situations. “In 
particular, this study considers the 
Rindfleisch 
(2001) 
Quinn (1999) 
Grant (1996) 
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H2: The organization’s relationship 
quality with the CRM provider will 
be positively related to the market-
based learning process. 
 
H3: The organization’s perceived 
benefit of CRM outsourcing will be 
related positively to the market-based 
learning process. 
 
 
H4: The organization’s perceived 
benefit of CRM outsourcing will be 
related positively to the marketing 
capability. 
 
H5: The effective market-based 
learning process will be positively 
related to the marketing capability of 
the organization. 
 
H6: The effective market-based 
learning process will be positively 
related to organizational 
performance. 
 
Managerial Implications 
This study suggests that outsourcing benefits 
positively influence the learning process of 
marketing and outsourcing level has a 
significant negative effect on the learning 
process. As such, these findings suggest that 
outsourcing CRM systems enhance the 
learning process only to the degree to which 
they perceive some benefits. Also, this 
relationship can be improved through better 
relationship quality. Thus, in implementing 
CRM projects, managers should focus on 
improving learning, specifically as it relates to 
improving the relationship quality with 
outsourcing providers.  
The results of this study indicate that 
CRM outsourcing is best considered as part of 
a larger market-based learning process in 
which market information processing is at the 
core. As such, the findings suggest that it is 
not the technology per se, but rather the 
company’s learning that occurs through, and 
as a result of, its utilization that ultimately 
creates superior performance. Given the 
central role of learning, management should 
focus their CRM planning and design efforts 
on maximizing the firm’s information 
exchange capabilities as well as improving the 
company’s ability to learn with new system 
interaction.  
outsourcing of marketing functions, 
especially those 
related to customer relationship 
management.” -> Main critic: The 
marketing functions are not clear here. The 
lit review and the development of the 
hypotheses are concerned with learning 
processes in terms of market and 
organization. Therefore the article deals 
more with outsourcing impact on 
organizational learning. The outsourcing 
object here is the CRM system approach 
generally. Loss of knowledge and costs to 
rebuild these capabilities could be reflected 
also on TCE and PAP theory basis since 
these theories provide already many good 
and proven explanations. 
Actually the development of the hypotheses 
and the justification of the variables are 
from a generic/technical point of view 
correct and very good, but from practical 
point of view not that strong related to what 
is applied in real world enterprises. All the 
models, statistics and justifications look very 
robust and plausible in itself, but a higher 
level of granulation in terms of CRM 
functions and activities may help to provide 
a framework that is really applicable in day-
to-day outsourcing work and decision-
making situations. 
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H7: Marketing capability will 
positively influence organizational 
performance. 
Further, these results lend support to the 
notion that management should actively seek 
evidence of a learning orientation when 
selecting new employees, while avoiding an 
excessive focus on performance goal 
orientation without a comparable skill 
development focus. 
 
Limitations: 
 
RAPP, A. 2009. Outsourcing 
the sales process: Hiring a 
mercenary sales force. 
Industrial Marketing 
Management, 38, 411-418. 
Cost –based approach 
and strategic 
management 
Constituency-based 
theory 
The conceptual Framework/ 
describes the intention to outsource 
the sales force which depends on 
firms’ orientation: brand (-), 
competitor (-), customer (-), learning 
(-), production (+), selling (+) and 
technology (+) 
 
Situation specific factors act as 
moderators -> complexity of activity 
and amount of turbulences in the 
market 
The primary goal of this paper is to present a 
conceptual framework of the firm-specific 
factors that play a role in a company's decision 
to outsource its sales force. Many firms 
subscribe to strategies that are most well-
suited to their industry, regardless of cost (i.e., 
relationship marketing). Accordingly, this 
research focuses on firms’ strategic 
orientations, beyond the traditional cost-based 
approach, and their influence on the intention 
to engage in sales outsourcing. 
Clear focus on the marketing process “sales 
& distribution“. Propositions are clearly and 
structured developed and underpinned with 
comprehensive literature. 
 
In terms of sales force it may be interesting 
who new technologies like e.g. 
salesforce.com or eCRM fits into this 
research. Since this kind of tools enhance 
end accelerate sales and customer analysis, 
the availability of these new tools may work 
as moderator as well. Further the 
organizational structure maybe also a 
moderator, but the authors show 
comprehensive limitations of their work 
(e.g. market and technology factors, or the 
correlation between the firms’ orientation 
variables since enterprises may have more 
than only one orientation). 
Ross, Dalsace 
and Anderson 
(2005) 
Anderson 
1985,1988) 
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Unfortunately the authors did not draw 
relationships to the core theories like TCE, 
RBV or PAP.  Further the claim that almost 
no research has examined the strategic 
factors that influence the decision whether 
to outsource or not may be the case for 
sales force but the decision-making 
perspective is widely researched and maybe 
already existing models are already 
explaining the sales force case. Here a better 
understanding of strategic management 
literature in terms of decision-making may 
improve or support this claim. 
SHARMA, A., IYER, G. R. & 
RAAJPOOT, N. A. 2009. A 
framework for offshoring 
marketing processes in 
business-to-business 
marketing relationships. 
Industrial Marketing 
Management, 38, 419-425. 
Not clear, Outsourcing, 
but there is no basis 
theory mention to 
which the work is 
referenced 
Interviews in two companies, not 
clear why these companies nor how 
the interviewees were selected, Some 
literature review on outsourcing and 
offshoring 
The article arguments that the level of 
interaction (customer2enterprise represent) 
between people in business to business 
environments determines the capabilities 
whether this process can be offshored or not. 
Further it is argued that this is also valid for 
marketing processes. 
It is not enough justified why the model is 
also valid for marketing processes. A 
distinction between process types would be 
helpful to understand what the similarities 
between business processes and marketing 
services are. The proposed process 
perspective is not exactly a marketing 
process but a value chain. E.g. order taking 
or purchasing is already in SD or MM 
realized and not subject of the current 
Marketing department, Invoicing and 
Payment is clearly assigned to accounts 
receivable and accounts payable within the 
F&A function. Generally a clear picture of 
marketing processes is needed to 
understand who the authors define 
marketing service/process. The interaction 
as indicator for offshoring is maybe too 
Kakabadse 
(2000) 
Vence (2004) 
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simple. A good approach may be the TCE 
or PAP theory to explain information 
asymmetry etc. that may play a role in 
outsourcing as well. The authors mention in 
their limitations, that the model is only a 
starting point and that further research in 
cultural implications in offshoring projects 
should be done. It is doubtful if this model 
will add benefits to managerial practice since 
it is to simple and ignores already existing 
methods which are indeed described and 
researched in academia already (TCE, PAP 
RBV, etc). (personal note: Marketing tries to 
jump on the outsourcing offshoring 
bandwagon; maybe because of the Indian 
background of the authors??) 
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C. List of Companies 
Since the FT500 listings are using the FT-based industry classification system, a mapping from 
the FT system to the system used within this thesis needed to be done. The mapping is shown 
below. 
Classification used in thesis Classifications from the FT index 
Aerospace and defence Aerospace and defence 
Agriculture Forestry & paper, Fishing 
Automotive Automobiles & parts 
Chemicals and textiles Chemicals 
Construction and real estate Construction & materials 
Electronic and electrical equipment, household goods 
and products 
Electronic & electrical equipment, Household goods & home 
construction 
Engineering and machinery General industrials, Industrial engineering 
Financial services Banks, Financial services, Life insurance, Nonlife insurance, 
Real estate investment & services, Real estate investment trusts 
Food, beverages and tobacco Beverages, Food producers, Tobacco 
Government and public services No entries found, therefore excluded from the questionnaire 
Healthcare, pharmaceuticals and biotechnology Health care equipment & services, Pharmaceuticals & 
biotechnology 
Leisure, entertainment, media and publishing Media, Personal goods 
Mining, oil and gas Industrial metals & mining, Oil & gas producers, Oil 
equipment & services 
Professional services Industrial transportation, Support services 
Retailing Food & drug retailers, General retailers 
Telecommunications Fixed line telecommunications, Mobile telecommunications 
Travel, tourism and transport Travel & leisure 
Utilities Electricity, Gas, water & multiutilities 
Other Software & computer services, Technology hardware & 
equipment 
Source: Author in accordance to the FT500 Europe, FT500 US, FT500 Japan, FT500 Emerging Markets, GICS and 
NAICS 
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In order to generate the random number within each cluster (Author: In this table “Sector”), the 
Mersenne 23 twister pseudorandom number generator was used. Since sector Agriculture only 
consists of seven entries, the sample is smaller than demanded from the sample calculators. 
Instead of 322 samples, the table list only 313 entities24. 
  
                                                 
 
23 http://rechneronline.de/zufallszahlen/ 
24 Recalculating the confidence interval with the assumptions that population = 2000, sample size = 313, percentage 
of 81 and  confidence level = 95 percent; leads to 3,99 percent which means 1,995 SE.  
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D. Sample Frame 
# in  
Population 
# in  
Sample 
Company Country Sector 
1 1 BAE Systems UK Aerospace & defence 
2 2 Boeing US Aerospace & defence 
4 3 EADS France Aerospace & defence 
7 4 L3 Communications US Aerospace & defence 
8 5 Lockheed Martin US Aerospace & defence 
9 6 Meggitt UK Aerospace & defence 
10 7 MTU Aero Engines Germany Aerospace & defence 
11 8 Northrop Grumman US Aerospace & defence 
12 9 Precision Castparts US Aerospace & defence 
13 10 Raytheon US Aerospace & defence 
14 11 Rockwell Collins US Aerospace & defence 
15 12 Rolls-Royce Holdings UK Aerospace & defence 
16 13 Safran France Aerospace & defence 
17 14 Textron US Aerospace & defence 
18 15 Thales France Aerospace & defence 
19 16 Transdigm Group US Aerospace & defence 
20 17 United Technologies US Aerospace & defence 
21 18 Zodiac Aerospace France Aerospace & defence 
22 19 CMPC Chile Agriculture 
23 20 Fibria Brazil Agriculture 
24 21 International Paper US Agriculture 
25 22 Mondi UK Agriculture 
26 23 Oji Holdings Japan Agriculture 
27 24 Stora Enso Finland Agriculture 
28 25 UPM-Kymmene Finland Agriculture 
33 26 BMW Germany Automotive 
35 27 Bosch India Automotive 
38 28 Cheng Shin Rubber Industries Taiwan Automotive 
40 29 Chongqing Changan Automobile China Automotive 
45 30 Denso Japan Automotive 
49 31 Ford Otomotiv Sanayi Turkey Automotive 
55 32 Great Wall Motor China Automotive 
56 33 GS Yuasa Japan Automotive 
59 34 Hero Honda Motors India Automotive 
60 35 Honda Motor Japan Automotive 
61 36 Johnson Controls US Automotive 
67 37 Mitsubishi Motors Japan Automotive 
70 38 Nissan Motor Japan Automotive 
72 39 Nok Japan Automotive 
75 40 Pirelli Italy Automotive 
78 41 Saic Motor China Automotive 
87 42 Toyota Industries Japan Automotive 
89 43 TS Tech Japan Automotive 
105 44 Brenntag Germany Chemicals and textile 
108 45 Clariant Switzerland Chemicals and textile 
112 46 Dic Japan Chemicals and textile 
116 47 Eastman Chemical US Chemicals and textile 
117 48 Ecolab US Chemicals and textile 
123 49 Givaudan Switzerland Chemicals and textile 
124 50 Hitachi Chemical Japan Chemicals and textile 
127 51 K + S Germany Chemicals and textile 
128 52 Kaneka Japan Chemicals and textile 
132 53 Linde Germany Chemicals and textile 
133 54 LyondellBasell Industries US Chemicals and textile 
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135 55 Mitsubishi Chemical Japan Chemicals and textile 
146 56 Petronas Chemicals and textile Malaysia Chemicals and textile 
149 57 PPG Industries US Chemicals and textile 
151 58 Qinghai Salt Lake Industry China Chemicals and textile 
152 59 Saudi Arabia Fertilizer Saudi Arabia Chemicals and textile 
162 60 Symrise Germany Chemicals and textile 
175 61 Yantai Wanhua Polyuretha China Chemicals and textile 
182 62 Asahi Glass Japan Construction and real estate 
184 63 Assa Abloy Sweden Construction and real estate 
185 64 Boskalis Westminster Netherlands Construction and real estate 
196 65 CRH UK Construction and real estate 
205 66 Heidelbergcement Germany Construction and real estate 
214 67 Kyowa Exeo Japan Construction and real estate 
218 68 Maeda Road Construction Japan Construction and real estate 
235 69 Taisei Japan Construction and real estate 
254 70 Growthpoint Properties South Africa Construction and real estate 
258 71 Jabal Omar Development Saudi Arabia Construction and real estate 
260 72 Mitsubishi Estate Japan Construction and real estate 
263 73 Nomura Real Estate Japan Construction and real estate 
285 74 Daiwa Office Investment Japan Construction and real estate 
294 75 Gecina France Construction and real estate 
303 76 Intu Properties UK Construction and real estate 
306 77 Japan Prime Realty Investment Japan Construction and real estate 
313 78 Macerich US Construction and real estate 
321 79 Prologis US Construction and real estate 
344 80 Hexagon Sweden Electronic and electrical 
equipment, household goods 
and products 
391 81 Mohawk Industries US Electronic and electrical 
equipment, household goods 
and products 
392 82 Newell Rubbermaid US Electronic and electrical 
equipment, household goods 
and products 
394 83 Procter & Gamble US Electronic and electrical 
equipment, household goods 
and products 
400 84 Sekisui Chemical Japan Electronic and electrical 
equipment, household goods 
and products 
413 85 Burberry UK Electronic and electrical 
equipment, household goods 
and products 
421 86 Hermes International France Electronic and electrical 
equipment, household goods 
and products 
422 87 Hindustan Unilever India Electronic and electrical 
equipment, household goods 
and products 
423 88 Kao Japan Electronic and electrical 
equipment, household goods 
and products 
444 89 SCA Sweden Electronic and electrical 
equipment, household goods 
and products 
449 90 Toyobo Japan Electronic and electrical 
equipment, household goods 
and products 
472 91 EMC US Electronic and electrical 
equipment, household goods 
and products 
480 92 Hitachi High - Techs. Japan Electronic and electrical 
equipment, household goods 
and products 
484 93 Intel US Electronic and electrical 
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equipment, household goods 
and products 
494 94 Motorola Solutions US Electronic and electrical 
equipment, household goods 
and products 
497 95 Nokia Finland Electronic and electrical 
equipment, household goods 
and products 
498 96 Nvidia US Electronic and electrical 
equipment, household goods 
and products 
503 97 Rohm Japan Electronic and electrical 
equipment, household goods 
and products 
525 98 China International Marine Containers China Engineering and Machinery 
533 99 Industries Qatar Qatar Engineering and Machinery 
538 100 Remgro South Africa Engineering and Machinery 
543 101 Sime Darby Malaysia Engineering and Machinery 
551 102 Alfa Laval Sweden Engineering and Machinery 
554 103 Andritz Austria Engineering and Machinery 
556 104 Bharat Heavy Electronics India Engineering and Machinery 
558 105 Century Tokyo Leasing Japan Engineering and Machinery 
560 106 China Shipbuilding Industry China Engineering and Machinery 
567 107 Dover US Engineering and Machinery 
570 108 Fiat Industrial Italy Engineering and Machinery 
578 109 IMI UK Engineering and Machinery 
582 110 JGC Japan Engineering and Machinery 
588 111 Mahindra & Mahindra India Engineering and Machinery 
614 112 Sulzer Switzerland Engineering and Machinery 
616 113 Tadano Japan Engineering and Machinery 
619 114 United Tractors Indonesia Engineering and Machinery 
624 115 Weir Group UK Engineering and Machinery 
661 116 Bank of Baroda India Financial Services 
704 117 Finansbank Turkey Financial Services 
719 118 Hong Leong Financial Malaysia Financial Services 
784 119 Santander Brasil Brazil Financial Services 
801 120 Sumitomo Mitsui Financial Japan Financial Services 
847 121 Daiwa Securities Japan Financial Services 
866 122 Hong Yuan Securities China Financial Services 
885 123 Matsui Securities Japan Financial Services 
911 124 Aegon Netherlands Financial Services 
921 125 Fubon Financial Taiwan Financial Services 
929 126 Ping An Insurance China Financial Services 
930 127 Principal Financial US Financial Services 
941 128 Ace US Financial Services 
943 129 Alleghany US Financial Services 
947 130 Aon US Financial Services 
949 131 Axa France Financial Services 
952 132 Chubb US Financial Services 
960 133 Hannover Ruck Germany Financial Services 
992 134 Carlsberg Denmark Food, beverages and tobacco 
1000 135 Coca-Cola West Japan Food, beverages and tobacco 
1001 136 Constellation Brands US Food, beverages and tobacco 
1005 137 Dr Pepper Snapple Group US Food, beverages and tobacco 
1006 138 Femsa Mexico Food, beverages and tobacco 
1014 139 Kweichow Moutai China Food, beverages and tobacco 
1017 140 Monster Beverage US Food, beverages and tobacco 
1020 141 Remy Cointreau France Food, beverages and tobacco 
1025 142 Tsingtao Brewery China Food, beverages and tobacco 
1030 143 Aryzta Switzerland Food, beverages and tobacco 
1040 144 Conagra Foods US Food, beverages and tobacco 
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1042 145 Danone France Food, beverages and tobacco 
1044 146 Felda Global Ventures Malaysia Food, beverages and tobacco 
1054 147 Indofood Sukses Makmur Indonesia Food, beverages and tobacco 
1066 148 Lindt Switzerland Food, beverages and tobacco 
1067 149 McCormick US Food, beverages and tobacco 
1097 150 Gudang Garam Indonesia Food, beverages and tobacco 
1103 151 Reynolds American US Food, beverages and tobacco 
1112 152 C R Bard US Healthcare, pharmaceuticals 
and biotechnology 
1124 153 Getinge Sweden Healthcare, pharmaceuticals 
and biotechnology 
1127 154 Humana US Healthcare, pharmaceuticals 
and biotechnology 
1144 155 Sysmex Japan Healthcare, pharmaceuticals 
and biotechnology 
1151 156 William Demant Denmark Healthcare, pharmaceuticals 
and biotechnology 
1164 157 Beijing Tongrentang China Healthcare, pharmaceuticals 
and biotechnology 
1165 158 Biogen Idec US Healthcare, pharmaceuticals 
and biotechnology 
1172 159 Cipla India Healthcare, pharmaceuticals 
and biotechnology 
1195 160 Medipal Holdings Japan Healthcare, pharmaceuticals 
and biotechnology 
1197 161 Merck Kgaa Germany Healthcare, pharmaceuticals 
and biotechnology 
1207 162 Perrigo US Healthcare, pharmaceuticals 
and biotechnology 
1211 163 Roche Switzerland Healthcare, pharmaceuticals 
and biotechnology 
1212 164 Rohto Pharmaceutical Japan Healthcare, pharmaceuticals 
and biotechnology 
1215 165 Sawai Pharmaceutical Japan Healthcare, pharmaceuticals 
and biotechnology 
1217 166 Shanghai Pharmaceuticals China Healthcare, pharmaceuticals 
and biotechnology 
1221 167 Sun Pharmaceuticals India Healthcare, pharmaceuticals 
and biotechnology 
1228 168 Tsumura Japan Healthcare, pharmaceuticals 
and biotechnology 
1231 169 Yunnan Baiyao China Healthcare, pharmaceuticals 
and biotechnology 
1233 170 Casio Computer Japan Leisure, entertainment, media 
and publishing 
1238 171 Namco Bandai Japan Leisure, entertainment, media 
and publishing 
1239 172 Nexon Japan Leisure, entertainment, media 
and publishing 
1240 173 Nikon Japan Leisure, entertainment, media 
and publishing 
1246 174 Sony Japan Leisure, entertainment, media 
and publishing 
1250 175 British Sky Broadcasting UK Leisure, entertainment, media 
and publishing 
1251 176 CBS US Leisure, entertainment, media 
and publishing 
1253 177 Comcast US Leisure, entertainment, media 
and publishing 
1254 178 Dai Nippon Printing Japan Leisure, entertainment, media 
and publishing 
1255 179 Daily Mail UK Leisure, entertainment, media 
and publishing 
1268 180 Kabel Deutschland Germany Leisure, entertainment, media 
and publishing 
1278 181 Nippon Television Japan Leisure, entertainment, media 
and publishing 
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1281 182 Prosieben Sat 1 Germany Leisure, entertainment, media 
and publishing 
1283 183 Reed Elsevier Netherlands/UK Leisure, entertainment, media 
and publishing 
1284 184 Schibsted Norway Leisure, entertainment, media 
and publishing 
1286 185 SES France Leisure, entertainment, media 
and publishing 
1292 186 Televisa Mexico Leisure, entertainment, media 
and publishing 
1297 187 TV Asahi Japan Leisure, entertainment, media 
and publishing 
1304 188 Ameren US Mining, oil and gas 
1311 189 Gas Natural Spain Mining, oil and gas 
1313 190 National Grid UK Mining, oil and gas 
1345 191 Grupo Mexico Mexico Mining, oil and gas 
1364 192 Novolipetsk Steel Russia Mining, oil and gas 
1365 193 Nucor US Mining, oil and gas 
1367 194 Severstal Russia Mining, oil and gas 
1368 195 Severstal Russia Mining, oil and gas 
1378 196 Alrosa Russia Mining, oil and gas 
1381 197 Anglo American Platinum South Africa Mining, oil and gas 
1436 198 Devon Energy US Mining, oil and gas 
1446 199 Gazprom Russia Mining, oil and gas 
1449 200 Idemitsu Kosan Japan Mining, oil and gas 
1458 201 Marathon Oil US Mining, oil and gas 
1459 202 Marathon Petroleum US Mining, oil and gas 
1462 203 Murphy Oil US Mining, oil and gas 
1475 204 Petronas Gas Malaysia Mining, oil and gas 
1501 205 TonenGeneral Sekiyu Japan Mining, oil and gas 
1507 206 Adobe Systems US Other 
1511 207 BMC Software US Other 
1512 208 CA US Other 
1515 209 Check Point Software Technologies US Other 
1520 210 Equinix US Other 
1525 211 IBM US Other 
1527 212 Infosys Technologies India Other 
1529 213 Intuit US Other 
1530 214 Invensys UK Other 
1531 215 Itochu Techno-Solutions Japan Other 
1532 216 Microsoft US Other 
1534 217 Ntt Data Japan Other 
1544 218 Scsk Japan Other 
1545 219 Symantec US Other 
1546 220 Tata Consultancy Services India Other 
1548 221 Trend Micro Japan Other 
1550 222 Verisign US Other 
1551 223 Vmware US Other 
1565 224 Daqin Railway China Professional services 
1570 225 Fedex US Professional services 
1572 226 Fukuyama Transport Japan Professional services 
1577 227 Kamigumi Japan Professional services 
1579 228 Kawasaki Kisen Kaisha Japan Professional services 
1581 229 Kuhne+Nagel International Switzerland Professional services 
1598 230 Accenture US Professional services 
1600 231 ADT US Professional services 
1601 232 Aggreko UK Professional services 
1606 233 Babcock International UK Professional services 
1615 234 Fastenal US Professional services 
1623 235 Linkedin US Professional services 
1627 236 Monotaro Japan Professional services 
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1631 237 Secom Japan Professional services 
1634 238 Sohgo Securities Japan Professional services 
1637 239 Toppan Printing Japan Professional services 
1638 240 Travis Perkins UK Professional services 
1643 241 WW Grainger US Professional services 
1646 242 AmerisourceBergen US Retailing 
1659 243 CVS Caremark US Retailing 
1660 244 Delhaize Belgium Retailing 
1665 245 Jeronimo Martins Portugal Retailing 
1668 246 Magnit Russia Retailing 
1671 247 McKesson US Retailing 
1682 248 Walgreen US Retailing 
1684 249 Aeon Japan Retailing 
1701 250 El Puerto de Liverpool Mexico Retailing 
1709 251 H&R Block US Retailing 
1710 252 H2O Retailing Japan Retailing 
1713 253 Inditex Spain Retailing 
1723 254 Lojas Americanas Brazil Retailing 
1725 255 Lowe's Companies US Retailing 
1750 256 United Arrows Japan Retailing 
1751 257 Uny Group Japan Retailing 
1752 258 USS Japan Retailing 
1755 259 Woolworths South Africa Retailing 
1757 260 AT&T US Telecommunications 
1761 261 China Telecom China Telecommunications 
1768 262 Oi Brazil Telecommunications 
1772 263 Saudi Telecom Saudi Arabia Telecommunications 
1777 264 Telefonica Brasil Brazil Telecommunications 
1778 265 Telefonica O2 Czech Republic Czech Republic Telecommunications 
1789 266 Axiata Group Malaysia Telecommunications 
1795 267 Digi.Com Malaysia Telecommunications 
1801 268 Inmarsat UK Telecommunications 
1809 269 MTN Group South Africa Telecommunications 
1810 270 NTT DoCoMo Japan Telecommunications 
1811 271 Philippine Long Distance Telephone Philippines Telecommunications 
1812 272 Qatar Telecom Qatar Telecommunications 
1819 273 Tele2 Sweden Telecommunications 
1821 274 Telenor Norway Telecommunications 
1822 275 TeliaSonera Sweden Telecommunications 
1823 276 TIM Participacoes Brazil Telecommunications 
1824 277 Total Access Communications Thailand Telecommunications 
1830 278 Accor France Travel, tourism and transport 
1831 279 Air China China Travel, tourism and transport 
1835 280 Carnival US Travel, tourism and transport 
1838 281 China Southern Airlines China Travel, tourism and transport 
1842 282 Delta Air Lines US Travel, tourism and transport 
1845 283 Easyjet UK Travel, tourism and transport 
1847 284 Genting Malaysia Travel, tourism and transport 
1849 285 Hankyu Hanshin Japan Travel, tourism and transport 
1854 286 International Airlines Group UK Travel, tourism and transport 
1856 287 Keihan Electric Railway Japan Travel, tourism and transport 
1870 288 Odakyu Electric Railway Japan Travel, tourism and transport 
1872 289 Paddy Power Ireland Travel, tourism and transport 
1877 290 Sankyo Japan Travel, tourism and transport 
1880 291 Sotetsu Japan Travel, tourism and transport 
1881 292 Southwest Airlines US Travel, tourism and transport 
1883 293 Starbucks Coffee Japan Japan Travel, tourism and transport 
1884 294 Starwood Hotels & Restaurants Worldwide US Travel, tourism and transport 
1895 295 William Hill UK Travel, tourism and transport 
1900 296 Aboitiz Power Philippines Utilities 
APPENDIX  233 
1919 297 Edison International US Utilities 
1926 298 ENEL Green Power Italy Utilities 
1933 299 Firstenergy US Utilities 
1935 300 GD Power Development China Utilities 
1948 301 Northeast Utilities US Utilities 
1950 302 NTPC India Utilities 
1953 303 PG&E US Utilities 
1955 304 Polska Grupa Energetyczna Poland Utilities 
1956 305 Power Grid Corp.of India India Utilities 
1958 306 Public Service Enterprises US Utilities 
1965 307 SSE UK Utilities 
1966 308 Tenaga Nasional Malaysia Utilities 
1971 309 Xcel Energy US Utilities 
1980 310 Fugro Netherlands Utilities 
1989 311 Petrofac UK Utilities 
1990 312 Saipem Italy Utilities 
1994 313 Subsea 7 Norway Utilities 
Source: Author in accordance to FT500 Europe, FT500 US, FT500 Japan, FT500 Emerging Markets 
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E. Questionnaire 
 
 
Page 01  
Dear Sir or Madam,  
As a Dr. candidate in Business Administration at the University of Surrey, UK, I am currently 
analysing governance choices in the marketing function. In detail, I differentiate between the 
following governance models  
 Hierarchy Governance: Execution and delivery fully implemented within line-and-staff 
organization  
 Institutional Governance: (Shared Services, Joint Initiatives, Lead Department): Bundled into 
internal/centralized organization, outside operating department and line organization  
 Alliance/JV/Strategic Partnership: Independent legal entity, operated by team from different 
enterprises  
 Contractual (Outsourcing, BPO): Arm length transaction in which a part or full 
activity/process is procured from an external supplier  
 Market: fully purchase of a ready service/good from another market actor  
The objective of this research is to understand under which operational and strategical circumstances 
governance models in the marketing functions and its underlying processes are chosen. The 
questionnaire consists of 14 questions which can be answered within 25 minutes. I would appreciate it 
very much if you could take part in my survey by filling the following questionnaire. Please complete 
questionnaire until the 18
th
 of July 2014. In return, I offer you the analysis of the survey for free. In 
addition, for each questionnaire that I get back, I will make a donation of 5 Euro to the World Wide 
Fund of Nature (WWF), the United Nations Children’s Fund (UNICEF) or Amnesty International. 
Please choose the organization you would like to promote on the next page.  
I guarantee that your reply will be treated with strictest confidence. As a matter of course it is 
guaranteed that no information is logged that may allow restoring a connection between the 
participant’s identity and his or her answers. The name of your company will not be associated with 
the findings in any way.  
Should you have any further questions or comments, please do not hesitate to contact me.  
Thank you very much for your co-operation in advance. 
 
With best regards,  
Reno Symmank, M.Sc.  
University of Surrey, Guildford, Surrey, GU2 7XH, United Kingdom  
-----------------------------------------------------------------------------------------------------------------------  
Phone: +49 (0)30 29 77 40 33  
Mobile: +49 (0)178 214 75 81  
Fax: +49 (0)30 29 77 40 34  
E-Mail: R.Symmank@surrey.ac.uk   
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Page 02  
1. At first, who should be the recipient of my donation of US$ 5 for answering this 
questionnaire? 
(tick one box optionally) 
 
World Wide Fund of Nature (WWF) 
 
UNICEF 
 
Amnesty International 
 
Page 03  
2. Which of the following titles describes best your job position? 
 
Chief executive officer 
 
Chairman 
 
Senior executive 
 
Chief officer 
 
Executive vice-president/vice-president 
 
Line executive (eg VP of marketing, manufacturing, operations, sales) 
 
Department manager 
 
Regional manager 
 
Other 
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Page 04  
3. What industry are you in? 
 
Aerospace and defence 
 
Agriculture 
 
Automotive 
 
Chemicals and textiles 
 
Construction and real estate 
 
Electronic and electrical equipment, household goods and products 
 
Engineering and machinery 
 
Financial services 
 
Food, beverages and tobacco 
 
Healthcare, pharmaceuticals and biotechnology 
 
Leisure, entertainment, media and publishing 
 
Mining, oil and gas 
 
Professional services 
 
Retailing 
 
Telecommunications 
 
Travel, tourism and transport 
 
Utilities 
 
Other 
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4. What were your company’s headcounts in 2013? 
 
<1,000 Employees 
 
1,000 to 2,499 Employees 
 
2,500 to 4,999 Employees 
 
5,000 to 9,999 Employees 
 
10,000 to 24,999 Employees 
 
25,000 to 49,999 Employees 
 
50,000 to 99,999 Employees 
 
100,000 or more Employees 
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5. What were your company’s revenues in US dollars in 2013? 
 
Less than $500 million 
 
$500 million to $1 billion 
 
More than $1 billion to $5 billion 
 
More than $5 billion to $15 billion 
 
More than $15 billion to $50 billion 
 
More than $50 billion 
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6. How complex are the following processes in your organization conditioned? 
Process complexity is characterized mainly by three factors: operational depth, interfaces to 
other functions and strategic/monitoring efforts. The more extensive and customized these 
individual factors are, the higher the complexity of each process. A process in this context is 
considered as the implementation of the activity or function along the business value chain 
(define, produce, communicate, offer, deliver, service for goods and services). 
 
very low 
process complexity 
low medium high 
very high 
process 
complexity 
Don’t 
know 
Market Research 
      
Product Development 
      
Pricing 
      
Branding 
      
Communication 
      
Supply Chain Management 
      
Customer Management 
      
Direct Marketing 
      
Marketing Controlling 
      
Marketing Management 
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7. How business critical are the following processes in your organization? 
Business criticality in this context circumscribes how essential a process is to the core of an 
organizations’ business. Criticality further is a factor that directly affects the success or failure 
of the business in accordance to the functional objectives of the process. 
 
very low 
business criticality 
low medium high 
very high 
business 
criticality 
Don’t 
know 
Market Research 
      
Product Development 
      
Pricing 
      
Branding 
      
Communication 
      
Supply Chain Management 
      
Customer Management 
      
Direct Marketing 
      
Marketing Controlling 
      
Marketing Management 
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8. How standardized are the following processes in your organization? 
Standardization in this context means the creation of company-wide harmonization’s like the 
standardization of products (typification of produce parts or services, best practices) as well as 
the organizational and managerial optimization of actions and functions which are part of the 
processes. 
 
very low 
Standardization 
low medium high 
very high 
Standard-
ization 
Don’t 
know 
Market Research 
      
Product Development 
      
Pricing 
      
Branding 
      
Communication 
      
Supply Chain Management 
      
Customer Management 
      
Direct Marketing 
      
Marketing Controlling 
      
Marketing Management 
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9. How technical- and systematic-driven are the following processes in your organization? 
The purpose of this question is to understand how high the degree of technology and system 
involvement in your process is. Customer management for example is highly technologically 
and systematically driven since actions, operations and monitoring are implemented and 
performed through eCRM software. In contrast, the branding process involves agency and 
human resources in order to set up brand relevant items. 
 
very low low medium high 
very 
high 
Don’t 
know 
Market Research 
      
Product Development 
      
Pricing 
      
Branding 
      
Communication 
      
Supply Chain Management 
      
Customer Management 
      
Direct Marketing 
      
Marketing Controlling 
      
Marketing Management 
      
 
  
APPENDIX  242 
Page 11  
10. Please choose the leadership approach of your enterprises’ corporate headquarter. 
 
Operational Holding/Head Office which claims for high responsibility in terms of 
operational decision making, product development, strategic guidance, financial planning and 
acts also as internal supplier for subordinated units by providing functional services like 
financial accounting, human resources management or other activities that are supportive to 
the core business. 
 
Strategic Management Holding which claims for less operational responsibility and focuses 
on strategic aspects of the business because operational tasks are in accordance to the 
strategic principles delegated to subdivisions and subunits. 
 
Financial Holding which delegates strategic management and the operational business to the 
subunits and focuses mainly on financial and strategic governance. 
 
Other  
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11. What is the level of cultural dependencies of the following processes in your 
organization? 
Process and cultural dependencies interact in the way that some tasks, functions or activities 
demand knowledge about cultural conditions and circumstances whereas other activities are 
independent from cultural conventions. E.g. customer management and communication 
procedures demand specific knowledge about the cultural environment where the operations 
take place, whereas marketing management or market research is independent from cultural 
conventions. 
 
very low 
Dependencies 
low medium high 
very high 
Depend-
encies 
Don’t 
know 
Market Research 
      
Product Development 
      
Pricing 
      
Branding 
      
Communication 
      
Supply Chain Management 
      
Customer Management 
      
Direct Marketing 
      
Marketing Controlling 
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Marketing Management 
      
Page 13  
12. Please choose the most COULD-BE and appropriate sourcing option of each process in 
your organization. 
Governance choices describe mainly where services and goods are operated and supplied. 
This survey differentiates between the following sourcing and governance choices: 
 Hierarchy Governance: Execution and delivery fully implemented within line-and-
staff organization 
 Institutional Governance: (Shared Services, Joint Initiatives, Lead Department): 
Bundled into internal/centralized organization, outside operating department and line 
organization 
 Alliance/JV/Strategic Partnership: Independent legal entity, operated by team from 
different enterprises 
 Contractual (Outsourcing, BPO): Arm length transaction in which a part or full 
activity/process is procured from an external supplier 
 Market: fully purchase of a ready service/good from another market actor 
 
 
 
Hierarchical Institutional 
Alliance 
/JV 
Contractual Market Other 
Market Research 
      
Product Development 
      
Pricing 
      
Branding 
      
Communication 
      
Supply Chain Management 
      
Customer Management 
      
Direct Marketing 
      
Marketing Controlling 
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Marketing Management 
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13. Please choose the AS-IS sourcing situation of each process in your organization. 
 
Hierarchy 
Governance 
Institutional 
(Shared 
Services, Joint 
Initiatives, 
Lead 
Department) 
Alliance/JV/ 
Strategic 
Partnership 
Contractual 
(Outsourcing, 
BPO) 
Market Other 
Market Research 
      
Product 
Development       
Pricing 
      
Branding 
      
Communication 
      
Supply Chain 
Management       
Customer 
Management       
Direct Marketing 
      
Marketing 
Controlling       
Marketing 
Management       
 
Page 15  
Marketing process reallocation towards contractual and market governance demands that...... 
 
strongly 
disagree 
partly 
disagree 
neutral 
partly 
agree 
strongly 
agree 
Don’t 
know 
... a potential partner complements our 
service capabilities       
... the strategic positioning of the 
potential partner is related to our 
strategic positioning 
      
... our organization has the ability to 
integrate, build and reconfigure service 
and process resources 
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... our organization needs to build up and 
maintain sourcing experience       
Page 16  
15. Strategic drivers for governance choices. Please answer the following questions. 
 
strongly 
disagree 
partly 
disagree 
neutral 
partly 
disagree 
strongly 
agree 
Don’t 
know 
Complementary capabilities between a 
potential sourcing partner for marketing 
processes and our organization influence our 
outsourcing decisions positively. 
     
 
Exchange partnerships in our organization 
are built on the level of strategic relatedness 
between our organization and a potential 
external partner. 
     
 
The level of complementary capabilities 
between our organization and a potential 
supplier influences our outsourcing decision 
positively 
     
 
Outsourcing and external contracting 
increases in our organization through 
increasing experience in outsourcing, 
offshoring and BPO. 
     
 
Process reengineering, process optimization 
and standardization increase contracting 
towards market supply and sourcing. 
     
 
Learning and increasing sourcing experience 
foster outsourcing and external contracting 
activities. 
     
 
 
Last page  
Thank you for participating! 
We would like to thank you for helping us. 
 
Surrey Business School (SBS), Faculty of Management and Law, University of Surrey, UK 
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F. Codebook 
Variable SPSS Variable Question Coding Instructions 
Process-specific 
factors 
 
 
   
Asset Specificity 
(PC+BC/2) 
 
 
PC How complex are the 
following processes in your 
organization? 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory.  
1 = very low process complexity 
2 = low 
3 = medium 
4 = high 
5 = very high process complexity 
-1 = Don’t know 
BC How business critical are 
the following processes in 
your organization? 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = very low business criticality 
2 = low 
3 = medium 
4 = high 
5 = very high business criticality 
-1 = Don’t know 
Technological 
Uncertainty 
(TSD+STAND/2) 
 
 
 
TSD How technic- and system- 
driven are the following 
processes in your 
organization? 
 
Scale (1-5); Descending – the scales 
maximum is on the left side, answer 
mandatory 
1 = very low 
2 = low 
3 = medium 
4 = high 
5 = very high 
-1 = Don’t know 
STAND How standardized are the 
following processes in your 
organization? 
 
Scale (1-5); Descending – the scales 
maximum is on the left side, answer 
mandatory 
5 = low standardization 
4 = low 
3 = medium 
2 = high 
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1 = high standardization 
-1 = Don’t know 
Cultural 
Dependencies 
 
CD What is the level of cultural 
dependencies of the 
following processes in your 
organization? 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1= very low dependencies 
2 = low 
3 = medium 
4 = high 
5 = very high dependencies 
-1 = Don’t know 
Control Question 1 
 
CQ1 Please choose the most 
COULD-BE and 
appropriate sourcing option 
for each process in your 
organization 
 
Categorical/Nominal (5 values) 
1 = Hierarchical 
2 = Institutional 
3 = Alliance/JV 
4 = Contractual 
5 = Market 
-1 = Other 
Control Question 2 
 
 
CQ2 Please choose the AS-IS 
sourcing situation of each 
process in your 
organization. 
 
Categorical/Nominal (5 values) 
1 = Hierarchical 
2 = Institutional 
3 = Alliance/JV 
4 = Contractual 
5 = Market 
-1 = Other 
Strategic-specific 
factors 
 
   
Complementary 
Capabilities 
 
 
 
 
 
CC1 Marketing process 
reallocation towards 
contractual and market 
governance demands that a 
potential partner 
complements our service 
capabilities 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
CC2 Complementary capabilities 
between a potential 
sourcing partner for 
marketing processes and 
our organization influence 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
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our outsourcing decisions 
positively. 
 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
CC3 The level of complementary 
capabilities between our 
organization and a potential 
supplier influences our 
outsourcing decision 
positively 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
Strategic Relatedness 
 
 
 
 
 
 
 
SR1 Marketing process 
reallocation towards 
contractual and market 
governance demands that 
the strategic positioning of 
the potential partner is 
related to our strategic 
positioning 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
SR2 Exchange partnerships in 
our organization are built 
on the level of strategic 
relatedness between our 
organizaisation and a 
potential external partner. 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
Relational Capability 
Building Mechanism 
 
 
 
 
RCBM1 Marketing process 
reallocation towards 
contractual and market 
governance demands that 
our organisation has the 
ability to integrate, build 
and reconfigure service and 
process resources 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
RCBM2 Process reengineering, 
process optimisation and 
standardisation increase 
contracting towards market 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
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supply and sourcing. 
 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
Cooperative 
Experience 
 
 
CE1 Marketing process 
reallocation towards 
contractual and market 
governance demands that 
our organisation needs to 
build up and maintain 
sourcing experience 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
CE2 Learning and increasing 
sourcing experience foster 
outsourcing and external 
contracting activities. 
 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
CE3 Outsourcing and external 
contracting increases in our 
organisation through 
increasing experience in 
outsourcing, offshoring and 
BPO. 
Scale (1-5); Ascending – the scales 
minimum is on the left side, answer 
mandatory 
1 = strongly disagree 
2 = disagree 
3 = neutral 
4 = agree 
5 = strongly agree 
-1 = Don’t know 
Comparative 
Factors / 
Moderators 
   
Job Description 
 
 
 
JD 
Which of the following 
titles describes best your job 
position? 
 
Categorical/Nominal (9 values) 
1 = Chief executive officer 
2 = Chairman 
4 = Senior executive 
3 = Chief officer 
5 = Executive vice-president/vice-
president 
6 = Line executive (eg VP of 
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 marketing, manufacturing, 
operations, sales) 
7 = Department manager 
8 = Regional manager 
9 = Other 
 
Enterprise Size 
 
 
ES What were your company’s 
headcounts in 2013? 
 
Categorical/Nominal (8 values) 
1 = <1,000 Employees  
2 = 1,000 to 2,499 Employees 
3 = 2,500 to 4,999 Employees 
4 = 5,000 to 9,999 Employees 
5 = 10,000 to 24,999 Employees 
6 = 25,000 to 49,999 Employees 
7 = 50,000 to 99,999 Employees 
8 = 100,000 or more Employees 
Industry 
 
IND What industry are you in? 
 
Categorical/Nominal (18 values) 
1 = Aerospace and defence 
2 = Agriculture 
3 = Automotive 
4 = Chemicals and textiles 
5 = Construction and real estate 
6 = Electronic and electrical 
equipment, household goods and 
products 
7 = Engineering and machinery 
8 = Financial services 
9 = Food, beverages and tobacco 
11 = Healthcare, pharmaceuticals 
and biotechnology 
12 = Leisure, entertainment, media 
and publishing 
13 = Mining, oil and gas 
14 = Professional services 
15 = Retailing 
16 = Telecommunications 
17 = Travel, tourism and transport 
18 = Utilities 
19 = Other 
Corporate 
Governance Model 
 
 
GCM Please choose the 
leadership approach of your 
enterprises' corporate 
headquarters. 
 
Categorical/Nominal (4 values) 
1 = Operational Holding/Head 
Office which claims for high 
responsibility in terms of operational 
decision making, product 
development, strategic guidance, 
financial planning and acts also as 
internal supplier for subordinated 
units by providing functional services 
like financial accounting, human 
resources management or other 
activities that are supportive to the 
core business. 
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2 = Strategic Management Holding 
which claims for less operational 
responsibility and focuses on 
strategic aspects of the business 
because operational tasks are in 
accordance to the strategic principles 
delegated to subdivisions and 
subunits. 
 
3 = Financial Holding which 
delegates strategic management and 
the operational business to the 
subunits and focuses mainly on 
financial and strategic governance. 
 
4 = Other 
Revenues 
 
REV What were your company’s 
revenues in US dollars in 
2013? 
 
Categorical/Nominal (6 values) 
1 = Less than $500 million 
2 = $500 million to $1 billion 
3 = More than $1 billion to $5 billion 
4 = More than $5 billion to $15 
billion 
5 = More than $15 billion to $50 
billion 
6 = More than $50 billion 
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G. Multinomial regression SPSS output market research 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Market 
Research 
Alliance/JV 78 29.2% 
Contractual 114 42.7% 
Market 75 28.1% 
Valid 267 100.0% 
Missing 0  
Total 267  
Subpopulation 17
a
  
a. The dependent variable has only one value observed in 7 (41.2%) subpopulations. 
 
 
 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 289.051    
Final 83.939 205.112 6 .000 
 
 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 37.258 26 .071 
Deviance 33.004 26 .162 
 
 
 
 
Pseudo R-Square 
Cox and Snell .536 
Nagelkerke .606 
McFadden .356 
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H. Multinomial regression SPSS output product development 
Case Processing Summary 
 
N Marginal Percentage 
Governance and Sourcing Choice: Product 
Development 
Hierarchical 86 32.0% 
Institutional 114 42.4% 
Alliance/JV 69 25.7% 
Valid 269 100.0% 
Missing 0  
Total 269  
Subpopulation 45
a
  
a. The dependent variable has only one value observed in 29 (64.4%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 372.530    
Final 164.490 208.040 6 .000 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 328.392 82 .000 
Deviance 110.869 82 .019 
 
 
 
Pseudo R-Square 
Cox and Snell .539 
Nagelkerke .609 
McFadden .359 
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I. Multinomial regression SPSS output pricing  
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Pricing Hierarchical 148 55.2% 
Institutional 118 44.0% 
Contractual 2 0.7% 
Valid 268 100.0% 
Missing 0  
Total 268  
Subpopulation 27
a
  
a. The dependent variable has only one value observed in 10 (37.0%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 105.536    
Final 79.640 25.897 6 .000 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 27.025 46 .988 
Deviance 31.446 46 .950 
 
 
Pseudo R-Square 
Cox and Snell .092 
Nagelkerke .120 
McFadden .067 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 79.665
a
 .025 2 .988 
Asset Specificity: Pricing 100.253 20.613 2 .000 
Technological Uncertainty: Pricing 80.136
a
 .497 2 .780 
Cultural Dependencies: Pricing 81.512
a
 1.872 2 .392 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is 
formed by omitting an effect from the final model. The null hypothesis is that all parameters of that effect are 0. 
a. Unexpected singularities in the Hessian matrix are encountered. This indicates that either some predictor variables should be 
excluded or some categories should be merged. 
 
Parameter Estimates 
Governance and Sourcing Choice: Pricing
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept -95.742 1264.347 .006 1 .940    
Asset Specificity: Pricing 26.796 .300 7954.806 1 .000 433805574992.837 240748160747.743 781676903825.028 
Technological Uncertainty: Pricing .165 273.836 .000 1 1.000 1.180 9.589E-234 1.451E+233 
Cultural Dependencies: Pricing 1.319 352.482 .000 1 .997 3.739 3.467E-300 4.033E+300 
Institutional Intercept -96.013 1264.346 .006 1 .939    
Asset Specificity: Pricing 26.754 .000 . 1 . 415948341567.925 415948341567.925 415948341567.925 
Technological Uncertainty: Pricing .333 273.836 .000 1 .999 1.396 1.135E-233 1.717E+233 
Cultural Dependencies: Pricing .979 352.482 .000 1 .998 2.662 2.468E-300 2.871E+300 
a. The reference category is: Contractual. 
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J. Multinomial regression SPSS output branding  
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Branding Hierarchical 1 0.4% 
Institutional 1 0.4% 
Contractual 129 47.8% 
Market 139 51.5% 
Valid 270 100.0% 
Missing 0  
Total 270  
Subpopulation 27
a
  
a. The dependent variable has only one value observed in 11 (40.7%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 92.000    
Final 74.899 17.101 9 .047 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 23.096 69 1.000 
Deviance 25.281 69 1.000 
 
 
Pseudo R-Square 
Cox and Snell .061 
Nagelkerke .080 
McFadden .043 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 90.345 15.446 3 .001 
Asset Specificity: Branding 77.594 2.695 3 .441 
Technological Uncertainty: Branding 77.489 2.590 3 .459 
Cultural Dependencies: Branding 84.828 9.929 3 .019 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed 
by omitting an effect from the final model. The null hypothesis is that all parameters of that effect are 0. 
 
 
Parameter Estimates  
Governance and Sourcing Choice: Branding
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept -92.757 9403.248 .000 1 .992    
Asset Specificity: Branding .386 1.684 .052 1 .819 1.470 .054 39.869 
Technological Uncertainty: Branding .650 1.520 .183 1 .669 1.916 .097 37.698 
Cultural Dependencies: Branding 17.943 1880.650 .000 1 .992 62017335.740 .000 .
b
 
Institutional Intercept 10.800 10988.149 .000 1 .999    
Asset Specificity: Branding -25.109 4606.381 .000 1 .996 1.245E-11 .000 .
b
 
Technological Uncertainty: Branding 31.018 4988.006 .000 1 .995 29571780278960.383 .000 .
b
 
Cultural Dependencies: Branding -16.644 .000 . 1 . 5.911E-8 5.911E-8 5.911E-8 
Contractual Intercept 1.742 .997 3.054 1 .081    
Asset Specificity: Branding -.248 .236 1.111 1 .292 .780 .492 1.238 
Technological Uncertainty: Branding -.105 .289 .132 1 .717 .900 .511 1.587 
Cultural Dependencies: Branding -.366 .231 2.501 1 .114 .694 .441 1.092 
a. The reference category is: Market. 
b. Floating point overflow occurred while computing this statistic. Its value is therefore set to system missing. 
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K. Multinomial regression SPSS output communication 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: 
Communication 
Hierarchical 126 47.5% 
Institutional 139 52.5% 
Valid 265 100.0% 
Missing 0  
Total 265  
Subpopulation 32
a
  
a. The dependent variable has only one value observed in 13 (40.6%) subpopulations. 
 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 90.018    
Final 89.406 .612 3 .894 
 
 
 
Goodness-of-Fit 
 
Chi-Square df Sig. 
Pearson 30.160 28 .356 
Deviance 36.710 28 .125 
 
 
 
Pseudo R-Square 
Cox and Snell .002 
Nagelkerke .003 
McFadden .002 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 89.682 .276 1 .599 
Asset Specificity: Communication 89.409 .003 1 .959 
Technological Uncertainty: Communication 89.558 .152 1 .697 
Cultural Dependencies: Communication 89.838 .432 1 .511 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by 
omitting an effect from the final model. The null hypothesis is that all parameters of that effect are 0. 
 
 
 
Parameter Estimates 
Governance and Sourcing Choice: Communication
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept -.629 1.198 .275 1 .600    
Asset Specificity: Communication -.006 .121 .003 1 .959 .994 .783 1.261 
Technological Uncertainty: Communication -.090 .231 .152 1 .697 .914 .581 1.438 
Cultural Dependencies: Communication .157 .239 .431 1 .511 1.170 .733 1.867 
a. The reference category is: Institutional. 
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L. Multinomial regression SPSS output supply chain management 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Supply 
Chain Management 
Institutional 2 0.7% 
Alliance/JV 131 48.7% 
Contractual 135 50.2% 
Market 1 0.4% 
Valid 269 100.0% 
Missing 0  
Total 269  
Subpopulation 35
a
  
a. The dependent variable has only one value observed in 15 (42.9%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 135.519    
Final 120.430 15.089 9 .089 
 
 
Goodness-of-Fit 
 
Chi-Square df Sig. 
Pearson 81.080 93 .806 
Deviance 63.572 93 .992 
 
 
Pseudo R-Square 
Cox and Snell .055 
Nagelkerke .070 
McFadden .037 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 126.636 6.206 3 .102 
Asset Specificity: Supply Chain Management 127.598 7.169 3 .067 
Technological Uncertainty: Supply Chain Management 122.157 1.728 3 .631 
Cultural Dependencies: Supply Chain Management 125.875 5.445 3 .142 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by omitting an effect from 
the final model. The null hypothesis is that all parameters of that effect are 0. 
 
Parameter Estimates 
Governance and Sourcing Choice: Supply Chain Management
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Institutional Intercept -13.391 11.320 1.399 1 .237    
Asset Specificity: Supply Chain Management -.076 1.696 .002 1 .964 .927 .033 25.763 
Technological Uncertainty: Supply Chain Management .082 2.294 .001 1 .972 1.085 .012 97.405 
Cultural Dependencies: Supply Chain Management 13.364 1.432 87.120 1 .000 636355.182 38459.904 10529093.264 
Alliance/JV Intercept -16.849 9.430 3.192 1 .074    
Asset Specificity: Supply Chain Management .269 1.384 .038 1 .846 1.309 .087 19.731 
Technological Uncertainty: Supply Chain Management 1.407 1.984 .503 1 .478 4.084 .084 199.586 
Cultural Dependencies: Supply Chain Management 13.757 .253 2946.565 1 .000 943130.851 573916.553 1549869.572 
Contractual Intercept -13.862 9.402 2.174 1 .140    
Asset Specificity: Supply Chain Management -.182 1.382 .017 1 .895 .833 .056 12.510 
Technological Uncertainty: Supply Chain Management 1.331 1.982 .451 1 .502 3.786 .078 184.133 
Cultural Dependencies: Supply Chain Management 13.257 .000 . 1 . 572020.844 572020.844 572020.844 
a. The reference category is: Market. 
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M. Multinomial regression SPSS output customer management 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Customer 
Management 
Institutional 147 55.3% 
Contractual 119 44.7% 
Valid 266 100.0% 
Missing 0  
Total 266  
Subpopulation 21
a
  
a. The dependent variable has only one value observed in 5 (23.8%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 61.458    
Final 58.161 3.298 3 .348 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 8.704 17 .949 
Deviance 10.476 17 .882 
 
 
Pseudo R-Square 
Cox and Snell .012 
Nagelkerke .016 
McFadden .009 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 58.309 .148 1 .700 
Asset Specificity: Customer Management 60.101 1.941 1 .164 
Technological Uncertainty: Customer Management 58.164 .003 1 .956 
Cultural Dependencies: Customer Management 59.699 1.538 1 .215 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by omitting an effect 
from the final model. The null hypothesis is that all parameters of that effect are 0. 
 
 
 
Parameter Estimates 
Governance and Sourcing Choice: Customer Management
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Institutional Intercept -.393 1.021 .148 1 .700    
Asset Specificity: Customer Management -.228 .164 1.933 1 .164 .796 .577 1.098 
Technological Uncertainty: Customer Management -.010 .185 .003 1 .956 .990 .689 1.422 
Cultural Dependencies: Customer Management .296 .239 1.531 1 .216 1.344 .841 2.147 
a. The reference category is: Contractual. 
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N. Multinomial regression SPSS output direct marketing 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Direct 
Marketing 
Hierarchical 80 30.0% 
Institutional 16 6.0% 
Market 171 64.0% 
Valid 267 100.0% 
Missing 0  
Total 267  
Subpopulation 31
a
  
a. The dependent variable has only one value observed in 9 (29.0%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 140.294    
Final 125.650 14.644 6 .023 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 52.682 54 .525 
Deviance 57.594 54 .344 
 
 
Pseudo R-Square 
Cox and Snell .053 
Nagelkerke .066 
McFadden .034 
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O. Multinomial regression SPSS output marketing controlling 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Marketing 
Controlling 
Hierarchical 136 51.1% 
Institutional 130 48.9% 
Valid 266 100.0% 
Missing 1  
Total 267  
Subpopulation 23
a
  
a. The dependent variable has only one value observed in 6 (26.1%) subpopulations. 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 64.445    
Final 62.263 2.182 3 .535 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 13.553 19 .809 
Deviance 15.904 19 .664 
 
 
Pseudo R-Square 
Cox and Snell .008 
Nagelkerke .011 
McFadden .006 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 62.861 .598 1 .439 
Asset Specificity: Marketing Controlling 63.576 1.314 1 .252 
Technological Uncertainty: Marketing Controlling 62.316 .053 1 .818 
Cultural Dependencies: Marketing Controlling 62.928 .665 1 .415 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by omitting an effect 
from the final model. The null hypothesis is that all parameters of that effect are 0. 
 
 
Parameter Estimates 
Governance and Sourcing Choice: Marketing Controlling
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept -.966 1.250 .597 1 .440    
Asset Specificity: Marketing Controlling .259 .226 1.309 1 .253 1.296 .831 2.019 
Technological Uncertainty: Marketing Controlling .052 .226 .053 1 .818 1.053 .677 1.640 
Cultural Dependencies: Marketing Controlling -.193 .237 .664 1 .415 .824 .518 1.311 
a. The reference category is: Institutional. 
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P. Multinomial regression SPSS output marketing management 
Case Processing Summary 
 N Marginal Percentage 
Governance and Sourcing Choice: Marketing 
Management 
Hierarchical 127 47.9% 
Institutional 138 52.1% 
Valid 265 100.0% 
Missing 0  
Total 265  
Subpopulation 34
a
  
a. The dependent variable has only one value observed in 15 (44.1%) subpopulations. 
 
 
 
Model Fitting Information 
Model 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood Chi-Square df Sig. 
Intercept Only 97.686    
Final 95.498 2.188 3 .534 
 
 
 
Goodness-of-Fit 
 Chi-Square df Sig. 
Pearson 38.624 30 .134 
Deviance 47.029 30 .025 
 
 
 
Pseudo R-Square 
Cox and Snell .008 
Nagelkerke .011 
McFadden .006 
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Likelihood Ratio Tests 
Effect 
Model Fitting Criteria Likelihood Ratio Tests 
-2 Log Likelihood of 
Reduced Model Chi-Square df Sig. 
Intercept 96.372 .873 1 .350 
Asset Specificity: Marketing Management 97.425 1.927 1 .165 
Technological Uncertainty: Marketing Management 95.517 .019 1 .891 
Cultural Dependencies: Marketing Management 95.788 .290 1 .590 
The chi-square statistic is the difference in -2 log-likelihoods between the final model and a reduced model. The reduced model is formed by omitting an effect 
from the final model. The null hypothesis is that all parameters of that effect are 0. 
 
 
 
Parameter Estimates 
Governance and Sourcing Choice: Marketing Management
a
 B Std. Error Wald df Sig. Exp(B) 
95% Confidence Interval for Exp(B) 
Lower Bound Upper Bound 
Hierarchical Intercept .674 .723 .869 1 .351    
Asset Specificity: Marketing Management -.310 .224 1.909 1 .167 .733 .472 1.139 
Technological Uncertainty: Marketing Management -.023 .169 .019 1 .891 .977 .702 1.361 
Cultural Dependencies: Marketing Management -.130 .241 .290 1 .590 .878 .548 1.408 
a. The reference category is: Institutional. 
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Q. Linear regression SPSS output strategic-specific factors 
ANOVA
a
 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 144.396 1 144.396 155.663 .000
b
 
Residual 210.569 227 .928   
Total 354.966 228    
2 Regression 215.123 2 107.561 173.830 .000
c
 
Residual 139.843 226 .619   
Total 354.966 228    
3 Regression 275.609 3 91.870 260.477 .000
d
 
Residual 79.357 225 .353   
Total 354.966 228    
4 Regression 321.880 4 80.470 544.798 .000
e
 
Residual 33.086 224 .148   
Total 354.966 228    
a. Dependent Variable: Contractual and market governance of marketing processes 
b. Predictors: (Constant). Relational Capability Building Mechanism 
c. Predictors: (Constant). Relational Capability Building Mechanism. Strategic Relatedness 
d. Predictors: (Constant). Relational Capability Building Mechanism. Strategic Relatedness. Cooperative Experience 
e. Predictors: (Constant). Relational Capability Building Mechanism. Strategic Relatedness. Cooperative Experience. 
Complementary Capabilities 
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Excluded Variables
a
 
Model Beta In t Sig. Partial Correlation 
Collinearity Statistics 
Tolerance VIF Minimum Tolerance 
1 Complementary Capabilities .384
b
 8.651 .000 .499 .999 1.001 .999 
Strategic Relatedness .448
b
 10.691 .000 .580 .993 1.007 .993 
Cooperative Experience .413
b
 9.549 .000 .536 1.000 1.000 1.000 
2 Complementary Capabilities .369
c
 10.876 .000 .587 .998 1.002 .992 
Cooperative Experience .413
c
 13.096 .000 .658 1.000 1.000 .993 
3 Complementary Capabilities .361
d
 17.699 .000 .764 .998 1.002 .992 
a. Dependent Variable: Contractual and market governance of marketing processes 
b. Predictors in the Model: (Constant). Relational Capability Building Mechanism 
c. Predictors in the Model: (Constant). Relational Capability Building Mechanism. Strategic Relatedness 
d. Predictors in the Model: (Constant). Relational Capability Building Mechanism. Strategic Relatedness. Cooperative Experience 
 
 
Collinearity Diagnostics
a
 
Model Dimension Eigenvalue Condition Index 
Variance Proportions 
(Constant) 
Relational Capability 
Building Mechanism Strategic Relatedness 
Cooperative 
Experience 
Complementary 
Capabilities 
1 1 1.978 1.000 .01 .01    
2 .022 9.584 .99 .99    
2 1 2.954 1.000 .00 .00 .00   
2 .037 8.958 .01 .70 .23   
3 .009 18.008 .99 .30 .77   
3 1 3.875 1.000 .00 .00 .00 .01  
2 .080 6.946 .01 .08 .02 .91  
3 .036 10.339 .01 .63 .27 .03  
4 .009 21.228 .98 .29 .71 .06  
4 1 4.859 1.000 .00 .00 .00 .00 .00 
2 .083 7.639 .00 .05 .01 .94 .00 
3 .038 11.377 .00 .73 .18 .02 .01 
4 .016 17.383 .02 .13 .62 .02 .32 
5 .004 33.259 .97 .09 .19 .02 .67 
a. Dependent Variable: Contractual and market governance of marketing processes 
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R. Descriptive statistics of process-specific variables 
 
Descriptive Statistics 
 
N Range Minimum Maximum Mean Std. Deviation 
Asset Specificity: Market Research 261 2.00 1.00 3.00 2.0345 .69251 
Asset Specificity: Product Development 261 2.50 2.50 5.00 4.0077 .69748 
Asset Specificity: Pricing 261 2.00 3.00 5.00 4.4674 .43178 
Asset Specificity: Branding 261 2.00 1.00 3.00 1.5096 .52156 
Asset Specificity: Communication 261 3.00 2.00 5.00 3.8889 1.01863 
Asset Specificity: Supply Chain Management 261 2.00 3.00 5.00 4.0862 .74887 
Asset Specificity: Customer Management 261 2.50 1.00 3.50 1.7375 .76403 
Asset Specificity: Direct Marketing 261 3.00 2.00 5.00 3.1533 .93617 
Asset Specificity: Marketing Controlling 261 2.00 3.00 5.00 4.3525 .55495 
Asset Specificity: Marketing Management 261 2.50 1.00 3.50 1.5939 .55798 
Valid N (listwise) 261      
 
 
Descriptive Statistics 
 
N Range Minimum Maximum Mean Std. Deviation 
Technological Uncertainty: Market Research 256 3.00 1.00 4.00 2.0098 .76370 
Technological Uncertainty: Product Development 256 4.00 1.00 5.00 3.9941 .69520 
Technological Uncertainty: Pricing 256 2.00 3.00 5.00 4.4180 .51365 
Technological Uncertainty: Branding 256 2.00 1.00 3.00 1.4746 .42742 
Technological Uncertainty: Communication 256 2.50 1.00 3.50 1.5645 .53573 
Technological Uncertainty: Supply Chain Management 256 2.50 2.50 5.00 4.4277 .55805 
Technological Uncertainty: Customer Management 256 2.00 2.50 4.50 3.2832 .68519 
Technological Uncertainty: Direct Marketing 256 1.00 3.00 4.00 3.5898 .43129 
Technological Uncertainty: Marketing Controlling 256 2.50 2.50 5.00 3.4316 .54252 
Technological Uncertainty: Marketing Management 256 3.00 1.00 4.00 2.7012 .73134 
Valid N (listwise) 256      
 
 
Descriptive Statistics 
 
N Range Minimum Maximum Mean Std. Deviation 
Cultural Dependencies: Market Research 255 3 1 4 2.52 .963 
Cultural Dependencies: Product Development 255 2 3 5 3.98 .747 
Cultural Dependencies: Pricing 255 1 1 2 1.51 .501 
Cultural Dependencies: Branding 255 2 3 5 3.53 .546 
Cultural Dependencies: Communication 255 2 3 5 4.45 .514 
Cultural Dependencies: Supply Chain Management 255 1 1 2 1.56 .498 
Cultural Dependencies: Customer Management 255 2 3 5 3.51 .516 
Cultural Dependencies: Direct Marketing 255 2 3 5 4.51 .524 
Cultural Dependencies: Marketing Controlling 255 2 1 3 1.55 .522 
Cultural Dependencies: Marketing Management 255 2 1 3 1.53 .515 
Valid N (listwise) 255      
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Descriptive Statistics 
 
N Range Minimum Maximum Mean Std. Deviation 
Governance and Sourcing Choice: Market Research 255 2 3 5 4.02 .758 
Governance and Sourcing Choice: Product Development 255 2 1 3 1.93 .755 
Governance and Sourcing Choice: Pricing 255 3 1 4 1.45 .544 
Governance and Sourcing Choice: Branding 255 4 1 5 4.50 .567 
Governance and Sourcing Choice: Communication 255 1 1 2 1.53 .500 
Governance and Sourcing Choice: Supply Chain Management 255 2 2 4 3.49 .516 
Governance and Sourcing Choice: Customer Management 255 2 2 4 2.88 .995 
Governance and Sourcing Choice: Direct Marketing 255 4 1 5 3.63 1.859 
Governance and Sourcing Choice: Marketing Controlling 255 1 1 2 1.49 .501 
Governance and Sourcing Choice: Marketing Management 255 1 1 2 1.53 .500 
Valid N (listwise) 255      
 
 
Descriptive Statistics 
 
N Range Minimum Maximum Mean Std. Deviation 
LPS: Market Research 231 7.00 3.00 10.00 6.5303 2.01924 
LPS: Product Development 231 8.00 7.00 15.00 12.0065 1.79279 
LPS: Pricing 231 4.00 8.00 12.00 10.3853 .83069 
LPS: Branding 231 5.00 5.00 10.00 6.5173 .84809 
LPS: Communication 231 6.00 6.50 12.50 9.9091 1.27448 
LPS: Supply Chain Management 231 5.00 7.00 12.00 10.0779 1.09166 
LPS: Customer Management 231 5.50 6.50 12.00 8.5260 1.22002 
LPS: Direct Marketing 231 5.00 8.50 13.50 11.2532 1.22817 
LPS: Marketing Controlling 231 4.50 7.50 12.00 9.3290 .95552 
LPS: Marketing Management 231 5.00 4.00 9.00 5.8225 1.03467 
Valid N (listwise) 231      
 
 
 
 
